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 Summary
Background and purpose - Despite the multiple and diverse roles that a tourist guide plays 
and the benefits this can bring to the tourism industry of a destination, the tourist guide 
profession is an under-addressed topic within the literature. For this thesis, two different 
contexts of guiding have been compared. On one hand, Catalonia (Spain) where tourist guides 
are regulated by law, and where the Catalan government is the institution responsible for the 
official guiding licenses. On the other hand, tourist guides in Norway do not require a license 
to guide and the guiding profession is not regulated. 
In this line, the researcher aimed to identify the degree of influence of the guiding context 
(including elements of the work environment) on the levels of job satisfaction, job stress and 
career plans.
Design and methods - Exploratory-descriptive design and quantitative study. The data was 
collected through a questionnaire-survey sent to 860 tourist guides in Catalonia and 300 
guides in Norway.
Results – The guiding country (non-licensed guides in Norway vs. licensed guides in 
Catalonia) does not explain the variance in the levels of job satisfaction, job stress and career 
plans. However, elements within the work environment have been found to predict job 
satisfaction, job stress and career plans. 
Key words - tourist guide, job satisfaction, job stress, career plans, work environment, guiding 
context, licenses, certificates
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“...because how to make guests feel welcome and well-attended is an art [emphasis added]” 
(Huang, 2011, p. 149).
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In Quest of Tourist Guides' Work Improvements. 
Comparative Study between Tourist Guides in Catalonia (Spain) and Norway.
Tourism is one of the largest industries in the world, it employs more than 250 million 
people in the whole world and it expects to create more than 20 million new positions in the 
next decade (World Travel & Tourism Council, n.d.). The future of the tourism industry is 
subject to “the service quality and professionalism of the personnel in the industry” (Mak, 
Wong & Chang, 2011, p. 1444.). The present study analyses one of the stakeholder groups 
involved in the tourism industry, and as mentioned, partly responsible for the future of it: the 
tourist guide. 
A tourist guide has been defined as “a performer and an interpreter, at the centre of the 
[tourist] experience” (Overend, 2012, p. 53). Calvo (2010) argues about the power of the 
tourist guide over the image of a country or a destination. Unfortunately, there is a lack of 
established rules the guiding profession can be based on and that affects the tourist 
perceptions of a destination (Ap & Wong, 2001). In addition, the authenticity of the 
information tourist guides provide can also play an important role in the way tourists perceive 
the destination (Overend, 2012).
Chowdhary and Prakash (2008) state that “the main interaction involved in tour guiding 
is between the visitor and the guide” (p. 164), thus the importance of the tourist guide in a 
guided tour cannot be denied. Unfortunately, research shows discontent among tourist guides 
regarding low salaries and a low professional status (Pereira, Hoffman, Horvati & Mykletun, 
2012). 
Undertaken research concerning tourist guides has mainly focused on roles (e.g., Cohen, 
1985;  Pereira  &  Mykletun,  2012;  Randall  &  Rollins,  2009;  Weiler  &  Davis,  1993)  and 
training (e.g., Black & King, 2002; Chowdhary & Prakash, 2008; Christie & Mason, 2003). 
Guiding conditions in Asian countries have also received special interest (Ap & Wong, 2001; 
TOURIST GUIDES' WORK IMPROVEMENTS                                                                  15
Mak et al., 2011; Wong & McKercher, in-press; Zhang & Chow, 2004 ). 
Outline of the Paper
A brief description of the outline of the paper is provided here. The first part of the paper 
gives information regarding the context of the study, purpose, research question and 
contributions of the research. The second part of the paper includes a review of the literature 
available with regards to the tourist guide. The third part includes descriptions of the 
methodology used in the research. The fourth part of the paper provides detailed information 
of the results of the study. The fifth part covers the discussion of the findings and describes 
the limitation of the research. The last part of the paper includes the conclusions of the study, 
contributions and an overview of the future research needed within the guiding field.  
Aim of the Study 
The purpose of the study is to collect information concerning the guiding profession in 
two different contexts (Catalonia and Norway) in order to identify the influence of the context 
(including the work environment) on the levels of job satisfaction, job stress and career plans. 
The objectives are: 1. Identify differences and similarities between the work environment in 
Catalonia and Norway; 2. Identify levels of job satisfaction, job stress and career plans and 
compare; and 3. Identify the relationship between the predictors (guiding country and work 
environment) and the outcomes (job satisfaction, job stress and career plans).
Research Question
The context of guiding in Catalonia and Norway are different. On one hand, there is 
Norway where a license system does not exist and tourists guides are trained locally (Pereira 
et al., 2012). Other countries with no license systems are United States or New Zealand 
(Chowdhary & Prakash, 2008). On the other hand, Catalonia where tourist guides are licensed 
and regulated by the Catalan government (Pereira et al., 2012). France and Great Britain also 
regulate tourist guides through similar license schemes (Chowdhary & Prakash, 2008). 
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Detailed information regarding the guiding context in Catalonia and Norway is provided in 
further sections.
In addition, the work environment is expected to have an influence on job satisfaction, 
job stress and career plans of the guides, and therefore, the following research question is 
presented:
To what extent does the guiding context (including work environment) relate to levels of job  
satisfaction, job stress and career plans?
To the best of my knowledge, there has not been research on levels of job satisfaction, 
job stress and career plans within the tourist guide profession. 
Importance of the Study and Contributions.
Ap and Wong (2001) indicate the lack of research on the present situation of the guiding 
profession. Therefore, undertaking the study is important as it will contribute to the guiding 
literature and the tourist guide profession. 
The researcher believes that findings are going to bring useful information and deep 
knowledge of the guiding profession in Catalonia and Norway. The knowledge of the current 
situation of the tourist guides in the two settings can help managers from the tourism industry 
improve the work conditions of this collective.
In addition, the study is the first one in the published literature to collect information 
with regards to the tourist guide profession in Norway and Catalonia, and compare the results. 
A similar study was conducted by Pereira et al. (2012) but it focuses on the content and future 
improvements of the guiding training programs among European countries.
Even though the author acknowledge that the study cannot be representative in a global 
context because it is limited to Catalonia and Norway, it is believed that results have practical 
implications for managers and tourist guides from Catalonia and Norway, and can enlighten 
other professionals worldwide to learn from them.
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Literature Review
The rather scarce English literature (short list of published material) regarding the tourist 
guide profession manifests a clear lack of interest in this field. Despite the little research, the 
following sections aim to provide a clear and solid theoretical background surrounding the 
tourist guide career.
The first part of the literature review explains the theoretical model presented in this 
paper. The second part exposes the literature available in the field of guiding and other 
material relevant for this research.
Theoretical Model
The theoretical model presented in this paper relates in first place the guiding country, 
referring to the context of official licensed guides in Catalonia and unlicensed guides in 
Norway (further information is provided later on), and secondly, the work environment  
referring to the job context (e.g., type of tourists, amount of working hours, type of 
employment, feedback from other guides or the tourist group or continuous education), to job 
satisfaction, job stress and career plans. 
Some of the concepts are complex, and therefore, some definitions are provided below.
Predictors.
Job demands are defined by Demerouti, Bakker, Nachreiner and Schaufeli (2001) as the 
“physical, social, or organizational aspects of the job that require sustained physical or mental 
effort and are therefore associated with certain physiological and psychological costs (e.g., 
exhaustion)” (p. 501). Factors such as social support (e.g., from co-workers) can help 
employees cope with the volume of job demands (Demerouti et al., 2001). Furthermore, 
findings of the Demerouti et al. (2001) study demonstrate that when employees have to face a 
work environment with high volumes of job demands and low levels of job resources (such as 
low social support or low involvement in decisions), low levels of work engagement become 
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present.
With regards to the role conflict and role clarity, role conflict occurs when the role 
requirements are incompatible (Rizzo, House & Lirtzman, 1970). Rogers, Clow and Kash 
(1994) argue that the conflict can also appear when the demands from the customer and the 
demands received from the management positions differ or are inconsistent. On the other 
hand, role ambiguity (often referred to as role clarity) results from the degree of “clarity of 
behavioral requirements” (Rizzo et al, 1970, p. 155-156). Clearly defined job roles can reduce 
tension in the relationship workers-management positions, workers-customers and between 
employees themselves (Rogers et al., 1994).
Work engagement is defined as:
A positive, fulfilling, work-related state of mind that is characterized by vigor, 
dedication, and absorption...Vigor is characterized by high levels of energy and mental 
resilience while working, the willingness to invest effort in one’s work, and 
persistence even in the face of difficulties. Dedication refers to being strongly involved 
in one's work and experiencing a sense of significance, enthusiasm, inspiration, pride, 
and challenge. Absorption is characterized by being fully concentrated and happily 
engrossed in one’s work, whereby time passes quickly and one has difficulties with 
detaching oneself from work. (Schaufeli & Bakker, 2003, p. 4-5)
Employees with high levels of work engagement are confident in being able to cope with 
the job demands and have a positive attitude towards their work (Schaufeli & Bakker, 2003).
Outcomes.
Job satisfaction and job stress have been extensively addressed in the English literature. 
A search in Google scholar (www.scholar.google.co.uk) for “job satisfaction” yields more 
than one and a half million results, and more than two million results related to “job stress”. 
However,  there is a lack of studies related to the guiding profession. 
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Job satisfaction is “how people feel about their jobs and different aspects of their jobs” 
(Spector, 1997, p. 2). One is satisfied when one likes her/his job (Spector, 1997). On the other 
hand, one is dissatisfied when one dislikes her/his job (Spector, 1997). 
Satisfied employees can bring positive outcomes at both an individual and organizational 
level (Bernstein, 2011). Rogers et al. (1994) argue that high levels of job satisfaction among 
front-line employees lead to high levels of customer satisfaction, repeated business and 
“positive word-of-mouth communications to potential customers” (p. 23). On the other hand, 
turnover is linked with dissatisfied employees (Griffeth, Hom & Gaertner, 2000, cited in 
Bernstein, 2011). In the same line, Jex (2002) states that “the desire to find a more satisfying 
work is often a driving force behind job changes” (p. 129).
Job stress can be defined as the “state of mental or emotional strain or tension resulting 
from adverse or demanding circumstances [at work]” (Stress, n.d., para .2). Therefore, a 
person experiences job stress “when a situation [at work] is perceived as presenting an extra 
demand on the individual’s capabilities and resources” (Nawe, 1995, p. 30).
Career is defined in the literature as “the series of work-related positions a person 
occupies throughout his or her life” (Mathis & Jackson, 2002, p. 116). Therefore, career plans 
is defined here as the intentions for one's career, and more specifically, the intention of the 
tourist guides to keep working as guides in the upcoming years. 
Tourism in Catalonia vs. Tourism in Norway
A total of 52,7 million tourists visited Spain during 2010 (Instituto de Estudios 
Turísticos, 2010). Within the whole country, Catalonia was the region with the highest number 
of international tourists with 13,2 million tourists (25 % of the total) (Instituto de Estudios 
Turísticos, 2010).  Following Catalonia were Balearic Islands with 17,4%, Canary Islands 
with 16,3% and Andalusia with 14,1% (Instituto de Estudios Turísticos, 2010).  The main 
countries of origin of the tourists visiting Catalonia were France, United Kingdom, Italy, and 
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Germany (see Figure 1; Instituto de Estudios Turísticos, 2010). Barcelona and the “Costa 
Brava” were the most popular destinations within Catalonia (Idescat, n.d., cited in Direcció 
General de Turisme, 2010), and June, July and August were the months with the highest 
number of tourists (Instituto de Estudios Turísticos, 2010). 
It is also important to mention that more than 5,8 million tourists from the rest of Spain 
visited Catalonia in 2009, with Barcelona as their main destination (Idescat & Direcció 
General de Turisme, n.d., cited in Institut d'Estadística de Catalunya, 2010). 
Figure 1. Percentages of international tourists who visited Catalonia in 2010 (Adapted from 
Instituto de Estudios Turísticos, 2010). 
On the other hand, Norway received above 6,5 million tourists in 2010 (Farstad, Rideng 
& Mata, 2010). The top countries of outbound tourists visiting Norway were Germany, 
Sweden, Denmark and Netherlands (see Figure 2), with the biggest affluence of visitors 
between June and August (Statistics Norway, 2011a). The most visited counties in Norway 
were Oslo, followed by Oppland and Hordaland (Statistics Norway 2011a).
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Figure 2. Top nationalities (non-Norwegian) with the highest number of guest nights in 
Norway in 2010 (Adapted from Statistics Norway, 2011b) 
Tourist Guides: Overview and Characteristics
A tourist guide or a tour guide is a “person who guides visitors in the language of their 
choice and interprets the cultural and natural heritage of an area, which person normally 
possesses an area-specific qualification usually issued and/or recognised by the appropriate 
authority” (European Federation of Tourist Guides Associations, 2009, para. 1). 
Tourist guides have the capability to influence the image portrayed of a destination, 
provide information to the tourist group and mold tourist attitudes (Calvo, 2010). At the same 
time, guides are also able to create experiences (Ap & Wong, 2001, abstract).
Tourist guides have to face a great variety of people in their jobs (Calvo, 2010). 
Therefore, guides are expected to be able to fulfill and accommodate the needs of tourists that 
might vary in age, cultural background, or education, for which an adequate training is crucial 
(Calvo, 2010). At the same time, Robinson (1999) states that “cultural diversity of tourists can 
lead to friction between tourist and tourist” (p. 18) and tourist guides in this sense have to be 
able to cope with these internal conflicts. 
In some cases, such as the case of tourists guide in Indonesia, guides are in charge of the 
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bond between the tourist and the host community to avoid tourists to see a reality of the 
destination which is desired to be hidden (Dahles, 2002). This aspect of the guides leads to an 
authenticity issue concerning the tourist attractions. Authenticity is discussed in more detail 
later on.   
Guiding context in Catalonia. 
The tourist guide profession in Catalonia is currently regulated by the decree of 1998 
(Generalitat de Catalunya, n.d.). Slight modifications were made in 2000 and 2002 
(Generalitat de Catalunya, n.d.). However, the first regulation in Catalonia was made in 1989 
(Asociación Profesional de Informadores Turísticos de Barcelona, n.d.).
Official tourist guides in Catalonia are those guides who obtained a license issued by the 
Government of Catalonia (Generalitat de Catalunya, 1998). The license is mandatory for 
those tourist guides who wish to work in monuments or historic sites of national interest, or at 
museums listed at the register of museums from Catalonia (Generalitat de Catalunya, 1998). 
In order to obtain the license, tourist guides must pass an examination (Generalitat de 
Catalunya, 1998). The exam includes an oral and a written part regarding topics such as art or 
history from Catalonia, or current political issues going on in Catalonia (Generalitat de 
Catalunya, 1998). The written examination can be answered in Catalan or Spanish, however, 
it is mandatory to use both languages for the oral part (Generalitat de Catalunya, 1998). There 
is an oral and written language test for those individuals who wish to obtain the license in 
another language in addition to Catalan and Spanish (Generalitat de Catalunya, 1998). 
It is important to remark that it is mandatory for those individuals who wish to take the 
examination to have knowledge in Catalan and Spanish (Generalitat de Catalunya, 1998). In 
relation to the educational level, one has to hold one of the certificates in Level 5 of the 
Educational Qualifications Framework (EQF) within the tourism field (“Formació 
professional d'Informació i comercialització turístiques” or “Guies i atenció al visitant”) (J. 
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Diez, personal communication, March 23, 2012). Individuals with a university degree in 
Tourism (Level 6 EQF) or a higher university degrees in other fields (Level 6 EQF), are also 
accepted in the examination (J. Diez, personal communication, March 23, 2012). J. Diez 
argues that individuals with higher education in fields such as history, art or geography can be 
of a great help for the tourist guide profession (Personal communication, March 23, 2012).
However, the official license can also be obtained when the individual holds a guiding 
license that has been issued by another public authority from another region in Spain or 
another country within the European Union (EU; Generalitat de Catalunya, 2002). In order to 
apply for the license, one has to choose between a test in Catalan or Spanish regarding 
knowledge about Catalonia or he/she can make ten guiding services through a travel agency 
(Generalitat de Catalunya, 2002). The travel agency has to write a report with detailed 
information regarding each of the services (Generalitat de Catalunya, 2002). Additionally, 
there is an oral test for the individual to demonstrate his/her language skills in Spanish and in 
Catalan (Generalitat de Catalunya, 2002). 
The Direcció General de Turisme (DG Turisme) is in charge of the examinations since 
1984 (A. Postigo, personal communication, May 14, 2012). Before this date, the Ministry of 
Information and Tourism in the Spanish government was the institution in charge of the 
examinations and the official licenses (A. Postigo, personal communication, May 14, 2012).
Additionally, before the regulation of 1998, guides with the academic diploma TET 
(Tècnic d'empreses turístiques) or TEAT (Tècnic d'empreses i activitats turístiques) could 
obtain the guiding license without having to pass any examination (J. Diez, personal 
communication, March 23, 2012). However, the examination is mandatory for all applicants 
since the regulation of 1998 (J. Diez, personal communication, March 23, 2012).
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Guiding context in Norway.
The guiding situation in Norway is totally opposite with respect to the case in Catalonia. 
While in Catalonia there are regulations around the tourist guide profession, in Norway tourist 
guiding is not regulated by law. Nonetheless, the tourist guide profession in Norway is not 
unprotected and there exists a national guiding federation since 1984 (Norges Guideforbund, 
n.d.a). The Norges Guideforbund (NGF) or Norwegian Guide Federation aims to guarantee 
the quality of the guiding services (Norges Guideforbund, n.d.a), “to protect the interests of 
all Norwegian tour guides and enhance the status of the tour guiding profession” (Norges 
Guideforbund, n.d.b, para. 1). In addition, NGF acts as a representative at a national level for 
local guiding association around Norway (Norges Guideforbund, n.d.a) and it is involved in 
the training of the Norwegian tourist guides (Norges Guideforbund, n.d.b). 
There are approximately 300 active members within the NGF (K. Steinsvik, personal 
communication, June 12, 2012). In order to apply for the membership, one has to pass an 
examination organized by the NGF, or show relevant experience within the guiding field 
(Norges Guideforbund, n.d.b). Guides have to apply through their local association, although 
individuals can directly apply for membership when there is no local guiding association 
available (Norges Guideforbund, n.d.b). Fees for the membership of a local guiding 
association are NOK 200 a year (K. Steinsvik, personal communication, June 12, 2012). For 
the membership of the NGF, fees are from NOK 400 to NOK 700 a year (K. Steinsvik, 
personal communication, June 12, 2012).
Tourist motivations and advantages/disadvantages in a guided tour.
Guided tours have been pointed out as to make choices for the tourist group (Overend, 
2012). Therefore, tourists enrolled in this type of tourism enjoy fewer degrees of freedom 
(Overend, 2012). However, Jonasson and Scherle (2012) argue that tourists agree to exchange 
their freedom for the experience provided in a guided tour. And in addition, guided tours give 
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tourists access to those zones normally barred to them (MacCannell, 1976).
As pointed by Huang and Wang (2007), the language barriers of Chinese tourists make 
them rely on the figure of a tourist guide. Hence, one could argue that international tourists 
with little notions or no knowledge at all of the language of the host destination are more 
likely to take part on a guided tour.  In the same line, Laws (2005, cited in Huang & Wang, 
2007) indicates the will to gain “new and rewarding intercultural experiences” (p.129) and “to 
avoid interaction difficulties” (p.129) in the unknown destination as the main reasons for 
tourists enrolling in guided tours. 
Guiding training.
The study from Pereira et al. (2012) among eight European regions from Belgium, 
Hungary, Italy, Malta, France, Norway and Spain, reflects the differences in type and content 
of the training programs. Chowdhary and Prakash (2008) argue that differences found 
between training programs might be due to uncertainty about the characteristics and 
competencies that a tourist guide should hold. 
Black and Weiler (2005) indicate that “the level of training, the area of 
specialisation...and the reason for training” (p. 30) shape the kind of training. Additionally, 
Chrowdhary and Prakash (2008) suggest to have in mind the needs from the different 
stakeholders involved in a guided tour when planning training courses. It is believed that 
stakeholders related to a guided tour include the tourist itself and the tour guide, and can go 
further and involve tour operators, local shops, restaurants, transport companies, authorities 
and accommodation suppliers, among others. 
The study from Huang (2011) argues that Chinese tourist guides are unsatisfied with the 
theory received through training as in many cases it is perceived as not applicable or unuseful 
once guides face the real world. This problem indicates that the quality on the material and 
content of some training programmes still must be improved.
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Another study regarding tourist guides indicates the importance given by Costa Rica in 
providing a high quality training for the tourist guides (Calvo, 2010). The training programme 
for tourist guides in Costa Rica covers a wide variety of subjects such as history, geography, 
art, ethics, first aid or guiding methods, among many other subjects (Calvo, 2010).Qualified 
staff are expected to be able to provide customer satisfaction and as a consequence, a positive 
word-of-mouth about Costa Rica (Calvo, 2010).   
Guiding  licenses and certificates.
Professional certification is defined as “generally voluntary and...a process in which 
individuals are tested and evaluated to determine if they have the skills and knowledge 
required by their profession” (Black & Weiler, 2005, p. 31). On the other hand, guiding 
licenses tend to be a requirement established by the government (Issaverdis, 1998, 2001, cited 
in Black & Weiler, 2005).  
The study of tourist guides in Hong Kong and Macau indicates that licenses and 
certificates are seen as a guarantee of service quality standards among professionals in the 
field of tour guiding (Mak et al., 2011). Mak et al. (2011) compare the case of Hong Kong, 
where there exists a guiding certificate for the tourist guide profession, and Macau, where 
tourist guides work under guiding licenses regulated by the government. Results indicate that 
the license system under the Macau government is perceived as being more efficient in order 
to control the intrusion of unauthorized tourist guides (Mak et al., 2011). However, the 
authors acknowledge that results cannot be generalised as they are limited to the two regions 
being researched, Macau and Hong Kong (Mak et al., 2011). As it has been pointed out by 
Pereira et al. (2012), better regulation is still needed in the area of tourist guiding. 
The roles of the tourist guide.
Black and Weiler (2005) study a set of tools that can help to fullfill the roles of the tourist 
guides: codes of conduct, professional guide associations, training, award of excellence and, 
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licenses and certificates. According to the authors (Black & Weiler, 2005), the roles that are 
expected from a tourist guide are subject to different circumstances such as the tour context or 
the kind of tourist group. Therefore, they can vary between guided tours and among tourist 
guides (Black & Weiler, 2005).
Cohen (1985) set the basis for further studies on the roles of the tourist guide. The author 
(Cohen, 1985) distinguishes four guiding roles: instrumental role, social role, interactional 
role and  communicative role.  
The instrumental role of the tourist guide relates to the tasks of giving direction, 
providing access and having the control of the group (Cohen, 1985). The tasks of the tourist 
guide in the social role are to manage tension, be “responsible for the social integration of his 
group” (Cohen, 1985, p. 12), keep the good mood and morale of the tourist group, and 
animate through the tour (Cohen, 1985). The interactional role of the tourist guide consists in 
organising, and being the link between the tourist group, the host population and the visited 
places (Cohen, 1985). Within the communicative role, the tourist guide selects the places of 
interest, provides information and interpretation (Cohen, 1985). 
The study from Weiler and Davis (1993) introduces two new roles based on the 
responsibility that the tourist guide has towards the environment. On one hand, there is the 
motivator role, whose mastery leads to a change on the tourist attitude and behaviour during 
the tour (Weiler & Davis, 1993). On the other hand, the environmental interpreter role for 
which the tourist guide actions shape the future tourist responsibility towards the environment 
(Weiler & Davis, 1993).
 The study from Pereira and Mykletun (2012) is the latest published literature concerning 
the roles of the tourist guides. The authors consider tourist guides as promoters of the local 
economies and philanthropists (Pereira & Mykletun, 2012), complementing the roles 
established by Cohen (1985), and more recently extended by Weiler and Davis (1993). Pereira 
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and Mykletun (2012) believe that the tourist guide is capable to create repeated business and 
help locals in terms such as the authenticity of their products.   
In addition to the main roles mentioned above, there are other roles and sub-roles that 
have researched within the tourist guide literature. A summary of the roles of the tourist guide 
is presented in the table 1.
Table 1
Published literature on the roles of the tourist guide (Adapted from Zhang & Chow, 2004, p.  
83)
Tourist guide r  oles  Researcher Year
Actor Holloway 1981
Buffer Schmidt 1979
Pearce 1982
Caretaker Fine and Speer 1985
Catalyst Holloway 1981
Culture Broker Holloway 1981
Katz 1985
Economy promoter Pereira and Mykletun * 2012
Entertainer Weiler and Davis* 1993
Information-giver Holloway 1981
Hughes 1991
Intermediary Schmidt 1979
Ryan and Dewar 1995
Interpreter/Translator Almagor 1985
Holloway 1981
Katz 1985
Ryan and Dewar 1995
Weiler and Davis* 1993
Leader Cohen 1985
Geva and Goldman 1991
Mediator Schmidt 1979
Holloway 1981
Cohen 1985
Katz 1985
Motivator Weiler and Davis* 1993
Organizer Hughes 1991
Pearce 1982
Weiler and Davis* 1993
Philanthropist Pereira and Mykletun* 2012
Salesperson Fine and Speer 1985
Gronroos 1978
Shaman Schmidt 1979
Teacher Holloway 1981
Pearce 1982
Fine and Speer 1985
Mancini 2001
Weiler and Davis* 1993
* Added by the author.
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The list of roles linked with the figure of the tourist guide is long and rather diverse. As 
previously mentioned, each role is set by the guiding characteristics and context (Black & 
Weiler, 2005). However, is the tourist guide able to adapt to each situation and display the 
adequate role(s) at all times?. Could elements such as specialisations within the guiding 
profession or specific training courses help tourist guides to excel in their roles?. These 
questions will need to be addressed in further research. 
Tourist guide competencies.
The term competence has been defined as “the proven ability to use knowledge, skills 
and personal, social and/or methodological abilities, in work or study situations and in 
professional and personal development” (European Commission, 2008, p. 11). 
Intercultural competence.
The guiding competence most broadly researched has been the intercultural competence 
(Huang & Wang, 2007; Huang, 2011; Yu, Weiler & Ham, 2001). 
Tourist guides act as mediators between the host population and the tourist group 
(Jensen, 2010), in other words, they mediate between cultures (Jonasson & Scherle, 2012). In 
order to fullfil the role of cultural mediator, tourist guides need to know the culture of the 
tourist and the culture of the place or destination being visited (Yu et al., 2001). At the same 
time, tourist guides need to translate the unacquainted culture of the destination into a familiar 
culture for the tourist (Jonasson & Scherle, 2012).  Huang and Wang (2007) study on the 
tourist perceptions versus the intercultural competence of the tourist guide indicates that 
tourists expect guides to have cultural knowledge of the host destination. The authors suggest 
that despite the tourist guides being studied were officialy British, they also might have 
Chinese origins (Huang & Wang, 2007). Therefore, results show a lack of perceived British 
cultural knowledge by the Chinese tourists and suggest that language expertise does not go 
side by side with cultural knowledge (Huang & Wang, 2007). Similarily, Calvo (2010) 
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indicates that tourist guides from Costa Rica who were not only able to speak the national 
language, had a lap with regards to the knowledge of the country. Therefore, the quality of the 
tourist experiences and the reputation of Costa Rica were affected (Calvo, 2010). Yu et al. 
(2001) found the same problem with some Australian tourist guides who were originally from 
China and they did not have enough knowledge of the Australian culture. 
Additionally, and according to Pereira et al. (2012), a deep understanding of the tourist 
culture is needed as it opens up the possibility for guides to customise their tours, and 
therefore, improve the level of satisfaction of the tour participants (Pereira et al., 2012). 
Moreover, Kang and Mastin (2008) study concludes that Hosfede's cultural dimensions can 
also be a useful tool to assist the tourism industry when dealing with multiculturalism.
Communication competence.
Results from the study of the tourist guides in the Chinese province of Yunnan, show that 
the communication style of the tourist guides is set by “context, tourist and perception of 
roles” (Huang, 2011, p. 147). In this line, tourists guides indicate the need for cultural 
knowledge of both the host culture and the tourist culture to adapt each tour to a type of 
customer through a wide set of communication skills (Huang, 2011). Additionally, it is crucial 
that tourist guides keep the tourist group attention at all times in order to achieve a positive 
communication between the parts (tourist guide vs. tourist group) (Moscardo, 1998).
Tourist guides are key factors “between tourist and host culture” (Leclerc & Martin, 
2004, p. 185). Leclerc and Martin (2004) founded variations between the perceptions of three 
different cultural groups (German, French and American tourists) with regards to the 
communication competence of the tourist guide. These results suggest that tourist guides need 
to be able to use different communication styles when dealing with different kinds of tourist 
groups (Leclerc & Martin, 2004).
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Customer (tourist group) satisfaction.
The level of satisfaction of the tourist group is subject to the performance of the tour 
leader (Chang, 2006). In the same line and as previously mentioned, cultural awareness from 
guides  of the tourist groups leads to higher levels of customer (tourist group) satisfaction 
(Pereira et al., 2012). In addition, the country of origin of the tourists also affects the quality 
of a guided tour (Chang, 2006). It is important to have in mind that tourists with different 
nationalities have been found to behave in different ways (Pizam & Jeong, 1996). Pizam and 
Jeong (1996) suggest that tourists groups with members from different nationalities would be 
more successful if they were grouped by cultural similarities rather than being grouped by the 
language. The authors believe that in this way the customer (tourist group) satisfaction would 
be improved (Pizam & Jeong, 1996). 
Moscardo (1998) emphasises the importance of competent interpretation skills of the 
tourist guides. In order to better understand the concept of interpretation, a definition by the 
Society for Interpreting Britain's Heritage (1998, cited in Moscardo, 1998) is given below:
Interpretation is the process of explaining to people the significance of the place or 
object they have come to see, so that they enjoy their visit more, understand their 
heritage and environment better, and develop a more caring attitude towards 
conservation. (p. 3)
Moscardo (1998) suggests that good interpretation can improve the tourist group overall 
experience by “providing information on alternatives and options” (p. 4), “providing 
information to encourage safety and comfort” (p. 4) and “creating the actual experience” (p. 
4). Findings from a study conducted by Moscardo and Woods (1998, cited in Moscardo, 
1998) show that tourists with higher levels of satisfaction where the ones who experienced 
one or more interpretative elements during their visit at the Skyrail Rainforest Cableway in 
Australia. Therefore, interpretation is an important element that can contribute to higher or 
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lower levels of customer (tourist group) satisfaction (Moscardo & Woods, 1998, cited in 
Moscardo, 1998). 
Authenticity of the tourist attractions.
As pointed out by Ooi (2002) there is an argument within the literature regarding the 
tourist search for authenticity as “...the genuine, the real or the unique” (Sharpley, 1994, p. 
130, as cited in Wang, 1999, p. 350-351).
Tourists are divided in three different kinds. One one hand, there are the “authentic-
seeking tourists” (Ooi, 2002, p. 69) who wish to be “in direct contact with the locals” (Ooi, 
2002, p. 69). On the other hand, the “post-tourists enjoy...the staging of cultures for them” 
(Ooi, 2002, p. 72). A third type of tourist is the “versatile tourist” (Ooi, 2002, p. 74) as one 
who is able to change from being an authentic-seeking tourist to be a post-tourist, and vice 
versa (Ooi, 2002).   
MacCannell (1976) argues that tourists quest for authenticity in tourism. However, the 
author believes that in some cases what tourists take for granted as authentic can be in fact 
prepaired for tourist consumption (MacCannell, 1976). 
From the point of view of Ooi (2002) tourists do not wish to “...taste strangely flavoured 
food or walk along unsafe streets” (p. 67). The author argues that tourist demands for comfort 
or what the author calls “uniqueness-in-comfort” (Ooi, 2002, p. 68), limits the authenticity of 
the tourist experience (Ooi, 2002).
On the other side, Cohen (2004) argues that post-tourists are less interested in the 
authenticity of the tourist attractions as they search for enjoyable experiences at the site 
whenever these experiences are authentic or not. This type of tourists are aware of the 
consequences of tourism, therefore, the lack of authenticity is seen as beneficial from the 
point of view of culture and nature preservation as it allows to keep communities and natural 
areas, specially those more vulnerable to tourism, from being untouched and undisturbed by 
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tourists (Cohen, 2004).  
Technology and guiding.
Research regarding new technological gadgets in the tourism industry has received 
important attention on tools that can assist tourists with planning their city tours (e.g., 
Abbaspour & Samadzadegan, 2011; García-Crespo et al., 2009; Tsai, Liou, Chen & Hsiao, 
2012; Vansteenwegen, Souffriau, Vanden-Berghe & Van-Oudheusden, 2011). A study 
regarding tour planning shows a step by step procedure to calculate a route across selected 
points within a chosen time framework (Abbaspour & Samadzadegan, 2011). Similar 
applications that provide recommended routes and optimal paths are also discussed in the 
literature with useful implications for the tourism industry (García-Crespo et al., 2009; Tsai et 
al., 2012; Vansteenwegen et al., 2011). Other studies relate to the development of new 
technologies at museums, such as the use and visitor preferences of mobile guides (Lanir, 
Kuflik, Wecker, Stock & Zancanaro, 2011), and the use of robots as tourist guides (Burgard et 
al., 1999). 
Unfortunately, no research has been found in how these devices affect the tourist guide 
profession and if they are perceived in a positive or in a negative way by the guides. 
Therefore, research within the technology improvements in the tourism field is worthwhile to 
be taken and still needed.
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Methodology
Research Design
The research design selected for this thesis is an exploratory-descriptive research. 
Neuman (2009) defines exploratory research as “research into a new topic to develop a 
general understanding and refining ideas for future research” (p. 13). Qualitative data is 
mainly used when conducting an exploratory study (Neuman, 2009). On the other hand, 
descriptive research is defined as “research that presents a quantitative or qualitative picture 
of an event, activity, or group” (Neuman, 2009, p. 13). Descriptive studies aim to provide 
detailed information about “a situation, social setting, or relationship” (Neuman, 2009, p. 13).
Research can also be divided into qualitative and quantitative research (Neuman, 2009). 
Qualitative research is the kind of research where the data is based on “words and images” 
(Neuman, 2009, p. 52). On the other hand, quantitative research works with numbers and the 
measurements are structured prior to the data collection (Neuman, 2009). For the 
development of this thesis, the researcher chose a quantitative approach. 
Sample
The researcher used a convenience sample for the development of this thesis. A 
convenience sample is a nonprobability or a nonrandom sample (Neuman, 2009). Neuman 
(2009) suggests to use random samples in order to obtain “an accurate representation of a 
population” (p. 88). However, the author also reminds that probability samples are more 
challenging to achieve (Neuman, 2009).
Tourist guides in Catalonia and Norway were selected through convenience sampling. 
For the sampling within Catalonia, the researcher used the database of the DG Turisme. In the 
case of Norway, the database of the NGF. The planned sample for the study was to include all 
the tourists guides from the DG Turisme database (860 guides) and the NGF database (300 
guides).
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Data Collection
The method used for the researcher to collect the data needed for the study was the web 
survey. The questionnaire was uploaded in Questback and then sent to the sample. Questback 
is a server for online surveys and collection of feedback (www.questback.no). Tourist guides 
received a cover letter/introduction and a link to the questionnaire (See Appendices A, B and 
C). 
A web survey has the advantage to be able to cover a wide and spread region, it is the 
most economic survey instrument and it is the quickest method to receive the complete 
surveys (Neuman, 2009). The fact that the research had to cover two different geographic 
areas (Catalonia and Norway) and the lack of economic funding were the two main reasons 
for the researcher to select the web survey as the instrument for the data collection. 
One important limitation of using a web survey is that the interviewer cannot clarify 
issues concerning the questionnaire (Neuman, 2009). In order to solve this problem, the 
researcher provided contact details from the researcher and the supervisor of the study that 
allowed the tourist guides to clarify issues if needed. For the survey in Catalonia, the DG 
Turisme was voluntarily an additional possible contact (e-mail and phone number) for the 
tourist guides. All contact details of the researcher, supervisor and partnerships have been 
deleted and they are not provided in the thesis reports. 
Additionally, the lack of supervision in a web survey can lead to missing data from 
uncompleted surveys, questionnaires answered by other people instead of the target 
participant or questionnaires completed under the wrong conditions (Neuman, 2009). 
The questionnaire is largely based on the Nordic Questionnaire for Monitoring the Age 
Diverse Workforce (QPSNordic-ADW; Pahkin et al., 2008). Some of the questions from the 
QPSNordic-ADW had to be adapted to the context of guiding. It is important to remark that 
there is a Norwegian version of the QPSNordic-ADW, therefore, some parts of the 
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questionnaire for the Norwegian tourist guides were exempted from translation. 
Another part of the questionnaire includes the 9-item version of the Utrecht Work 
Engagement Scale (UWES-9; Schaufeli & Bakker, 2003). For the development of the 
Norwegian questionnaire, the researcher used the UWES-9 Norwegian version. For the 
Catalan context, the Spanish version of the UWES-9 was translated into Catalan. 
Last but not least, four items from the Ageing Well At Work (AWAW; Mykletun & 
Furunes, 2011, December) scale were also used. The rest of the questionnaire consists of new 
questions developed for this thesis. 
The vast majority of the questionnaire uses a Likert scale. Likert scales are mostly used 
“to measure opinions or ratings at the ordinal level” (Neuman, 2009, p. 133).
A first version of the questionnaire was prepared in English and revised and tested by 
experts (Professor R. Mykletun and DG Turisme). The questionnaire was then translated into 
Catalan by the author, fluent in English and whose mother tongue is Catalan, and revised by 
the DG Turisme. The final English version of the questionnaire adapted to the Catalan context 
was revised by the NGF and adapted to the Norwegian context. The translation from English 
into Norwegian was made by professor R. Mykletun, PhD and J. Berven, B.Eng. Naval 
Architecture (bilingual English-Norwegian). As it has been mentioned before, some parts of 
the questionnaire were exempted from translation into Norwegian as there is an available 
Norwegian version of the QPSNordic-ADW and the UWES-9.
The final version of the questionnaire was then administered by e-mail to 860 tourist 
guides in Catalonia and 300 tourist guides in Norway. In order to obtain higher collaboration 
from the tourist guides, the questionnaire survey was sent by the DG Turisme in Catalonia and 
by the NGF in Norway. Respondents in Catalonia had over four weeks (from the 22nd of 
March to the 24th of April) to answer and two reminders were sent in between. Tourist guides 
in Norway had approximately five weeks (from the 11th of April to the 15th of May) to answer 
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and received three reminders. 
It is important to mention that a third reminder was suggested to the DG Turisme. 
Unfortunately, the DG Turisme received some negative comments due to a new regulation in 
transport mobility that the council of Barcelona wish to implement (J. Diez, personal 
communication, April 17th). As a consequence, a third reminder was ruled out. 
Measurements
This section provides information about the measurements and structure of the 
questionnaire. Table 2 shows the scales used in the questionnaire, the number of questions and 
the type of response. In total, the questionnaire has thirteen scales and between two and nine 
items each.
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Table 2
Table of measurements
Concept Question 
number(s) in 
Appendix A
Number of items Type of response
Quantitative 
demands (Pahkin 
et al., 2008)
24-26 Three items - Likert scale from 1 “Very seldom or never” to 5 
“Very often or always”
Decision 
demands (Pahkin 
et al., 2008)
27-29 Three items - Likert scale from 1 “Very seldom or never” to 5 
“Very often or always”
Learning 
demands (Pahkin 
et al., 2008)
30-32 Three items - Likert scale from 1 “Very seldom or never” to 5 
“Very often or always”
Job satisfaction 
(Pahkin et al., 
2008)
71-72 Two items (from the 
original three item 
scale for job and 
life satisfaction)
- Likert scale from 1 “Very dissatisfied” to 5 “Very 
satisfied”
- Likert scale from 1 “Not at all” to 5 “Very much”
Job stress 73-74 Two items
- Item one (Pahkin 
et al., 2008)
- Item two
- Likert scale from 1 “Not at all” to 5 “Very much”
Role clarity 
(Pahkin et al., 
2008)
33-35 Three items - Likert scale from 1 “Very seldom or never” to 5 
“Very often or always”
Role conflict 
(Pahkin et al., 
2008)
36-38 Three items - Likert scale from 1 “Very seldom or never” to 5 
“Very often or always”
Utrecht work 
engagement 
(Schaufeli & 
Bakker, 2003)
79-87 Nine items - Likert scale from 1 “Never” to 7 “Always (Every 
day)”
Self-efficacy 
(Pahkin et al., 
2008)
43-46 Four items - Likert scale from 1 “Totally disagree” to 5 “Totally 
agree”
Support from co-
workers (Pahkin 
et al., 2008) 
40-42 Three items - Likert scale from 1 “Very seldom or never” to 5 
“Very often or always”
Support from 
superior (Pahkin 
et al., 2008) 
18-20 Three items - Likert scale from 1 “Very seldom or never” to 5 
“Very often or always”
Group 
behaviour*
47a-47e Five items - Likert scale from 1 “Very seldom or never” to 5 
“Very often or always”
Ageing well at 
work (Mykletun 
& Furunes, 2011, 
December)
75-78 Four items (from 
the original five  
item scale)
- Three items with a Likert scale from 1 “Not at all”to 
5 “Very much”
- One item with a Likert scale from 1 “Very seldom 
or never” to 5 “Very often or always”
*Scale developed by the researcher
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The rest of the questionnaire includes single items (52 for the Catalan questionnaire and 
55 for the Norwegian questionnaire) included in the following sections: personal background 
(nine items); training, licenses/certificates and regulations (five items in Catalonia and seven 
in Norway); type of employment (four items); roles of the tourist guides (one item); tourist 
groups' type (two items); business creation (six items in Catalonia and seven in Norway); 
specialised tours (twelve items); new technologies and social media (three items); feedback 
(two items); continuous education (five items); future career plans (two items); and comments 
(one item).
It is important to remark that some items/sections were only addressed to guides under 
certain conditions. For example, questions regarding social support from superior were 
avoided when guides reported to work on a freelance basis. 
Ethics 
There is a code of ethics established in order to better secure the rights of those 
invidivuals involved in social research (Trochim, 2006).
Table 3
Ethics in research 
Code of ethics
 Voluntary participation*
 Avoid physical or psychological risk of harm*
 Confidentiality*
 Anonymity*
 Purpose and length of the study**
 Benefits or outcome of the study**
 Contact details for participants who wish to 
obtain more information about the research**
 Identification of the researcher**
*Adapted from Trochim (2006). **Adapted from Neuman (2009)
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The research conducted for the purpose of this thesis followed the principles of ethics in 
research presented Table 3. Tourist guides were asked to participate in a voluntary manner and 
all participants were thanked before and after completing the questionnaire survey. The 
research did not put in danger, in any manner, the tourist guides who participated in the study. 
Tourist guides were informed with regards to the confidentiality of all the data and the 
anonymity of the survey. The aim of the study, approximate length of the survey and potential 
outcomes were stated by the researcher. Additionally and as it has been mentioned in a 
previous section, the name of the researcher, the name of supervisor of the study and the 
contact details were available for those guides who had any question regarding the 
questionnaire survey or any issue concerning the master thesis. 
Data Analysis
This section describes the steps followed for the analysis of the data obtained from the 
questionnaires in Catalonia and in Norway. 
The statistical software used for the data analysis was the SPSS (Statistical Package for 
the Social Sciences) and the data files from Catalonia and Norway were downloaded directly 
from Questback. In this way, the researcher avoided typing mistakes. However, the data files 
were revised before proceeding with the analysis.
Three scales had to be adjusted prior to the analysis. Question 76 and question 78 from 
the work and age scale (Appendix A), item 1 and item 2 from the group behaviour scale 
(question 47 in Appendix A), and question 74 from the job stress scale (Appendix A) were 
reversed (1=5, 2=4, 3=3, 4=2 and 5=1). 
In order to efficiently work with each analysis, a third file was created by merging the 
data file from Catalonia and the data file from Norway. File number three was used for Chi-
square tests for independence, correlations, t tests and multiple regressions. And the data file 
from Catalonia and the data file from Norway were used (separately) for the calculation of the 
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Alpha coefficient for each scale and the descriptive statistics.
With regards to the Chi-square tests, the Fisher's value was reported instead of the 
Pearson Chi-square value when suggested by Pallant (2007) more than 20% of the cells 
(cross-tabulation table) have frequencies of less than five.  
In order to identify the relationships between the variables, the researcher run 
correlations (using Pearson's correlation) between the following variables: country, age, 
gender, years of experience, additional job, support from superior, working hours per week, 
services per month , membership to a guide association, quantitative demands, decision 
demands, learning demands, role clarity, role conflict, support from co-workers, self-efficacy, 
group behaviour, job satisfaction (first item from the job satisfaction scale), work optimism 
(second item from the job satisfaction scale), job stress (first item of the job stress scale), 
work and age, work engagement, feedback from other guides, feedback from the tourist 
group, continuous education and career plans. Only the variables with significant correlation 
with the dependent variables (job satisfaction, job stress and career plans) were included in 
the multiple regressions. In addition, the reason for using single items from the initial job 
satisfaction scale and only one item from the initial job stress scale is explained in detail in the 
next section (“reliability and validity”).
Reliability and Validity
Neuman (2009) argues that it is not possible to reach the optimum level of reliability and 
validity in research. However, striving for valid and reliable measures will provide the 
instrument with “truthfulness, credibility, or believability” (p. 122).
Reliability means that the measurement instrument is “consistent and dependable” 
(Neuman, 2009, p. 122). In order to improve the reliability of the measures, the researcher 
used “multiple indicators” (Neuman, 2009, p. 123) and “pilot studies and replication” 
(Neuman, 2009, p. 123) for each of the variables. Multiple indicators consist in using more 
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than one indicator/item to measure the same concept (Neuman, 2009). Pilot studies consist in 
testing out the measures, and replication refers to the use of existing measures from the 
literature (Neuman, 2009). 
Reliability of the scales is displayed in this paper through the Cronbach's alpha 
coefficient. Cronbach alpha is used to indicate the internal consistency reliability, that is the 
“consistency of results across items within a test” (Trochim, 2006, Types of Reliability, para. 
2 ) or in other words “how consistent the results are for different items for the same construct 
within the measure” (Trochim, 2006, Types of Reliability, para. 11). 
According to DeVellis (2003, cited in Pallant, 2007) optimum values for Cronbach alpha 
are higher than 0.7. However, values can be lower in shorter scales (Pallant, 2007).
On the other hand, validity is defined as “the degree to which it [the scale] measures what it is 
supposed to measure” (Pallant, 2007, p. 7). There are three main types of validity: Content  
validity, criterion validity and construct validity (Pallant, 2007). Content validity is achieved 
when the different aspects of a construct are measured (Neuman, 2009). Criterion validity can 
be tested by comparing “the scale scores and some specified, measurable criterion” (Pallant, 
2007, p. 7). And construct validity consists in comparing a construct with other constructs 
(Pallant, 2007). When the constructs are related, it is named convergent validity; when the 
contructs are unrelated, it is called discriminant validity (Pallant, 2007). The QPSNordic-
ADW, UWES-9 and AWAW are instruments validated in previous samples (Mykletun & 
Furunes, 2011, December; Pahkin et al., 2008; Schaufeli & Bakker, 2003). 
Cronbach's alpha coefficients for the scales from the QPSNordic-ADW reported values 
between 0.61 to 0.91 (Pahkin et al., 2008). Alpha for the UWES-9 demonstrated a high 
internal consistency of the scale with values between 0.85 to 0.94 in different samples 
(Schaufeli & Bakker, 2003). And alpha for the AWAT scale (using the same four items as in 
the present study) was .67 (Mykletun & Furunes, 2011, December). 
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Alpha coefficients for the current study in Catalonia and Norway are between .51 and .96 
for the following scales: quantitative demands, decision demands, learning demands, role 
clarity, role conflict, support from superior, support from co-workers, self-efficacy, work 
engagement, work and age, and group behaviour. However, low values were found for the job 
satisfaction scale (two items) in Catalonia, and therefore, single items were used in the 
analysis part (hereon, job satisfaction refers to the first item of the initial scale “question 71”, 
and work optimism refers to the second item of the initial scale “question 72”). 
With regards to the job stress scale, and due to the low alpha coefficient for the Catalan 
and Norwegian sample, the researcher split the scale and used question 73 (single measure for 
job stress used in the QPSNordic-ADW; hereon job stress refers to “question 73”) for the rest 
of the analysis. The researcher intended to improve the reliability of the learning demands 
scale by deleting one of the three items. The alpha for the Norwegian sample would increase 
to .721 if the third item was deleted. However, if the same item was deleted in the Catalan 
sample, the alpha coefficient would drop until .418. In the same way, the alpha in the Catalan 
sample would increase to .552 if the first item for the scale was deleted, however, the alpha 
for the Norwegian sample would drop steeply until .321. For this reason, the initial scale with 
three items and alpha coefficients slightly higher than .5 was mantained. 
With regards to the work and age scale (as referring to the AWAW scale with four items), 
one item from the scale was deleted (item 1/question 75, Appendix A). By doing this, the 
alpha coefficient increases to .560 in the Catalan sample and to .675 in the Norwegian sample.
Table 4 shows the Cronbach apha coefficient for each scale, and for the Catalan and 
Norwegian sample. For further detail, see Appendix D.
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Table 4
Cronbach alpha coefficients for the scales
Scales Cronbach alpha 
(Catalonia)
Cronbach alpha 
(Norway)
Quantitative demands .673 .709
Decision demands .702 .692
Learning demands .510 .574
Role clarity .657 .704
Role conflict .734 .761
Support co-workers .833 .751
Support from superior .811 .916
Self-efficacy .619 .817
Job satisfaction .429 .675
Job stress .272 .482
Work engagement .865 .960
Group behaviour .694 .750
Work and age .532*/.560** .601*/.675**
*Alpha coefficient for the original scale (four items). **Alpha coefficient with three items
In order to improve the validity of the measures for the sample in Catalonia and Norway, 
professionals within the field of guiding conducted several reviews of the questionnaires. The 
final Norwegian and Catalan version of the questionnaire was also checked for grammatical 
errors and spelling mistakes. 
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Results
Achieved Sample
The response rate for the survey in Catalonia is 25.7% (221 responses out of a population 
of 860 tourist guides). The Norwegian survey received 111 completed questionnaires, which 
represents a response rate of 37% (111 participants out of 300 tourist guides). 
Results obtained in this study are presented in the following paragraphs (see Appendix E 
for additional information). 
Gender, age, nationality and educational level.
With regards to the Catalan sample, 68% of the sample is female and 32% is male. The 
range of age is from 26 to 78 years old with a mean of 45.5 years old and a standard deviation 
of 9.6. With regards to the Norwegian sample, the vast majority are female (75.5%), and a 
24.5 % are male. The range of age is between 20 and 83 years old, with a mean of 58.5 years 
old and a standard deviation of 12.6. 
An independent-sample t test was conducted to compare the mean of age for Catalonia 
and Norway. Results show that there is a statistically significant difference in the mean age 
scores for Catalonia and Norway, t (176.3) = -9.6, p=.000 (two-tailed); mean difference=-
13.1, 95% CI:-15.7 to -10.4.
The main nationality in the Catalan sample is Spanish (87.6%). The rest of the 
nationalities are French, Czech, Belgian, German, US, Dutch, Serbian, Swiss, Italian, Polish, 
Swedish, UK, Russian, Taiwanese, Spanish-French and Ukrainian. On the other hand, the 
main nationality in the Norwegian sample is Norwegian (73%). The rest of the nationalities 
are French, German, Dutch, Swedish, UK, Danish, US-Norwegian, Mexican, Chinese, 
Austrian, English-Norwegian, Hungarian and Japanese.
With regards to the educational level, the vast majority of the Catalan sample has a 
bachelor degree (73.5%) or higher (16.1%). Similar results were found in the Norwegian 
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sample, where guides have also education on a bachelor level (58.7%) or higher (12.8%). 
However, Catalan guides are still more educated than Norwegian guides.
Description of the Independent Variables: Work Environment 
Years of guiding experience. 
Tourist guides from the Catalan sample reported a mean of 13.5 years of experience as a 
tourist guide, with a range from 0 to 45 years and a standard deviation of 9.9. Similar results 
were found among the Norwegian sample, with a mean of 12.1 years of guiding experience, a 
range of years between 0 and 40 years, and a standard deviation of 9.4.  
An independent-sample t test was conducted to compare the mean years of experience 
for Catalonia and Norway. There was found no significant difference between the mean years 
of experience scores for Catalonia and Norway, t (319) = 1.2, p=.23 (two-tailed).
Languages used by tourist guides when guiding.
The two charts below provide information with regards to the four top languages used by 
the tourist guides in Catalonia (Figure 3) and in Norway (Figure 4). From the two charts, one 
can conclude that tourist guides use the “national/regional” language (Norwegian/Catalan) as 
the main language when guiding, followed by English. 
Figure 3. Percentages top languages Catalonia   Figure 4. Percentages top languages Norway
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Guiding training.
The majority of the guides in the Norwegian sample attended a guiding course (99.1%) 
as a requirement for their present employment. The length of the course in hours has a mean 
of 112.2, with a range from 20 to 300 hours and a standard deviation of 54.9. Training courses 
are considered both theoretical and practical to a high extent (see Figure 5). However, the 
highest percentage for theoretical courses (47.2%) are above the percentages for practical 
courses (29.6%) at the highest scores of the scale. Therefore, courses appear to be more 
theoretical than practical. 
Figure 5. Type of guiding training for the Norwegian sample
Guiding licenses and certificates.
Guiding licenses in Catalonia were mainly obtained through examination (58.3%), 
followed by direct recognition of the TEAT or TET diploma (37%) and recognition of the 
license issued by another public authority (4.6%). Guides obtained their licenses between 
1972 and 2011, and the highest number of licenses were issued in 2010 (24 licenses) and 2009 
(21 licenses).
The guiding license in Catalonia is a requirement for 75.7% of the guides. In addition, 
83.6% consider the license as an advantage. However, almost 95% still consider that the 
license should give more advantages over the unlicensed guides.
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With regards to the Norwegian sample, 92.8% of the guides percieve the guiding 
certificate as an advantage. The vast majority (96.3%) think that Norway should introduce a 
mandatory guiding certificate, and 92.7% consider that more regulation is needed. 
Type of employment.
The vast majority of the tourist guides in Catalonia work on a freelance basis (80.6%). 
On the contrary, very few guides in Norway are freelance (less than 10%) and the majority 
work through one or more middlemen (63%). The chart below (Figure 6) displays the 
percentages for each type of employment in the Catalan sample and the Norwegian sample. 
* Only for the Norwegian sample
Figure 6. Type of employment
Working hours and guiding services. 
There are some differences regarding the amount of working hours and the number of 
guiding services between Catalonia and Norway (see Figure 7). Tourist guides in Catalonia 
work more hours per week than the Norwegian guides, except between June and August 
where the average of hours is similar. The peak guiding season is longer in Catalonia (April to 
October), and shorter in Norway (June to August). Additionally, guiding in Norway has a very 
low season between October and April where the average of working hours is less than ten 
hours per week. It is important to remark that the month with highest number of working 
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hours in Catalonia is September, July in Norway.
Figure 7. Mean of the working hours per week.
The average of guiding services per month follows a similar distribution as the mean of 
hours per week (see Figure 8). The highest guiding services are concentrated between in April 
and October in Catalonia, and between June and August in Norway. On the other side, the 
lowest season is longer in Norway (between October and April) and shorter in Catalonia 
(between December and February).
Figure 8. Mean of the number of guide services per month 
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Additional jobs.
Less than half of the tourist guides in the Catalan sample has another job in addition to 
guiding (41.6%). These additional jobs are mainly tourism-related jobs (30%; 24 guides out of 
80), teaching (15%; 12 guides out of 80) and jobs as a translator/interpreter (7.5%; 6 guides 
out of 80). From the tourist guides with additional job, guiding is their main professional 
activity for 50% of the participants. 
On the contrary, a great majority of tourist guides in Norway have another job in addition 
to guiding (70.6%), and only 26% consider guiding as their main professional activity.
Additional jobs in Norway are mainly in the field of teaching or related to school work 
(45.8%; 33 guides out of 72), tourism-related jobs (16.7%; 12 guides out of 72) and jobs as a 
translator/interpreter (12.5%; 9 guides out of 72).
Professional guiding associations/federations.
Tourist guides included in the survey in Norway are part of the NGF. Therefore, they 
were asked to report if they are members of any local guiding association, whereas guides in 
Catalonia were asked to report membership to any guiding association. 
Results show that 96.4% of the tourist guides in Norway are members of a local tourist 
guide association. On the other hand, only 40.4% of the guides in Catalonia are members of 
any guiding association or federation.
Roles of the tourist guide.
There are some similarities between the Norwegian and the Catalan sample. Guides in 
both samples display the following role characteristics when guiding to a high or very high 
extent: organiser, entertainer, teacher, motivator, heritage/cultural interpreter and city/country 
ambassador. However, there are also some differences between Catalonia and Norway. Means 
for group leader, inter-cultural agent, environmental interpreter and travel agent representative 
are higher in the Catalan sample than in the Norwegian sample. See Figure 9 for more details.
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Note. Scale from 1 “very seldom or never” to 5 “very often or always”
*Survey in Norway. **Survey in Catalonia
Figure 9. Median for the roles of the tourist guide
Results from a Chi-square test for independence between the guiding country (Catalonia 
and Norway) and the tourist guide roles shows that there are significant differences in the 
distribution for the following roles: organiser role, Chi-square (4, n=323)=31.5, p=.000, 
Cramer's V=.31; Group leader role, Chi-square (4, n=321)=17.6, p=.001, Cramer's V=.23; 
Teacher role, Chi-square (4, n=316)=13.4, p=.009, Cramer's V=.21; Motivator role, Chi-
square (4, n=318)=45.6, p=.000, Cramer's V=.38; Environmental interpreter role, Chi-square 
(4, n=315)=43.7, p=.000, Cramer's V=.37; Inter-cultural agent role, Chi-square (4, 
n=310)=20.9, p=.000, Cramer's V=.26; Heritage/cultural interpreter role, Fisher (n=322)=17, 
p=.001;  and Travel agency representative role, Chi-square (4, n=314)=100.9, p=.000, 
Cramer's V=.57. Therefore, there is a significant association between the guiding country and 
these roles.
Table 5 includes the percentages for the distribution of the sample in Catalonia and 
Norway for the roles mentioned above.
City/country ambassador
Travel agency representative
Inter-cultural agent
Heritage/cultural interpreter
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Motivate for gifts*
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Table 5
Percentages of the sample distribution for the roles of the tourist guide with significant  
differences 
1. Very selfom 
or never
2. Rather 
seldom
3. Sometimes 4. Rather 
often
5. Very often 
or always
Organiser role Catalonia 0 3.3 11.6 38.1 47
Norway 6.5 8.3 25 27.8 32.4
Group leader 
role
Catalonia 1.4 9 10.3 36.4 50.9
Norway 9 6 6.9 24.3 34
Teacher role Catalonia 2.8 8 27.4 38.7 23.1
Norway 7.7 14.4 21.2 25 31.7
Motivator role Catalonia 0 3.3 20.5 43.3 33
Norway 12.6 14.6 19.4 28.2 25.2
Environmenta
l interpreter 
role
Catalonia 2.8 7.1 25.1 27.5 37.4
Norway 14.4 20.2 31.7 23.1 10.6
Inter-cultural 
agent role
Catalonia 2 2.9 11.7 29.8 53.7
Norway 2.9 12.4 19 34.3 31.4
Heritage/cultu
ral interpreter 
role 
Catalonia 0 1.4 2.8 19.6 76.2
Norway 0.9 0.9 11.1 29.6 57.4
Travel agent 
representative 
role
Catalonia 10.4 17.5 25.1 23.7 23.2
Norway 62.1 14.6 14.6 4.9 3.9
On the other hand, there is non-significant difference in the distribution of the sample in 
Catalonia and Norway with regards to the entertainer role, Chi-square (4, n=322)=7.7, p=.10, 
Cramer=.16; or between the sample and the city/country ambassador role, Fisher 
(n=319)=8.3, p=.070. Therefore, there are no significant associations between the entertainer 
role and the guiding country, or between the city/country ambassador role and the country for 
guiding.
Type of tourists.
The most common tourists enrolled in tour guides in Norway are cruise passengers, 
followed by bus passengers and seniors. On the other hand, the most frequently types of 
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tourists in Catalonia are bus passengers and seniors. Further details are provided in Figure 10.
Note. Scale from 1 “very seldom or never” to 5 “very often or always”
Figure 10. Median values for the profile of the tourist groups 
Results from a Chi-square test for independence between the guiding country (Catalonia 
and Norway) and the type of tourist groups reports that there are significant differences in the 
sample distribution in the following types of group: school kids, Chi-square (4, n=299)=84.2, 
p=.000, Cramer's V=.53; Youth, Chi-square (4, n=297)=72.7, p=.000, Cramer's V=.5; 
Families, Chi-square (4, n=299)=20.9, p=.000, Cramer's V=.27; Cruise passengers, Chi-
square (4, n=308)=49.9, p=.000, Cramer's V=.40; Seniors, Chi-square (4, n=312)=24.7, 
p=.000, Cramer's V=.28; and Business travellers, Chi-square (4, n=310)=20.7, p=.000, 
Cramer's V=.26. Therefore, there is a significant association between these roles and the 
country for guiding.
Table 6 displays the percentages for the sample distribution (Catalonia and Norway) with 
regards to the kind of tourists mentioned in the previous paragraph.
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Business travellers
Seniors
Cruise passengers
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Table 6
Percentages of the sample distribution for the kind of tourists with significant differences 
1. Very selfom 
or never
2. Rather 
seldom
3. Sometimes 4. Rather 
often
5. Very often 
or always
School kids Catalonia 11.9 18.3 32.7 28.2 8.9
Norway 52.6 28.9 16.5 2.1 0
Youth Catalonia 7.5 24.5 34.5 26 7.5
Norway 40.2 38.1 17.5 3.1 1
Families Catalonia 4.5 14.4 35.8 33.8 11.4
Norway 15.3 22.4 35.7 24.5 2
Cruise 
passengers
Catalonia 24.5 16 18.5 23.5 17.5
Norway 6.5 3.7 13 25.9 50.9
Seniors Catalonia 7.7 16.9 23.7 37.7 14
Norway 3.8 3.8 26.7 32.4 33.3
Business 
travellers
Catalonia 8.2 15.9 32.9 33.8 9.2
Norway 18.4 20.4 42.7 14.6 3.9
On the other side, there are no significant associations between the guiding country and 
bus passengers, Chi-square (4, n=313)=3.01, p=.56, Cramer's V=.10; or between the guiding 
country and professional associations, Chi-square (4, n=316)=4.5, p=.34, Cramer's V=.12.
Demands for authenticity.
Ninety five point eight percent (95.8%) of the Catalan sample and 97.7% of the 
Norwegian sample reported that the tourist groups are interested in the authenticity of the 
places they visit.
Selling/marketing the guiding services.
Results presented in this section refer to the freelance tourist guides in Catalonia and the 
guides in Norway who reported to be active to sell their guide services. There are 170 guides 
who are self-employed in Catalonia, and 25 guides in Norway are active selling their services. 
Guides in Catalonia and Norway use different means to sell their guide services (see 
Figure 11). On one hand, guides in Catalan sample use in the first place Spanish travel 
agencies (79.4%), followed by sales through other guides (68.2%) and through travel agencies 
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within the EU (44.1%). On the other hand, Norwegian guides sell their products through 
middlemen (72%), directly with the tourist group (40%) and through national travel agencies 
(36%). 
*Norwegian sample
Figure 11. Percentages for the mean(s) used by tourist guides to sell their guide services
Less than half of the freelance guides in Catalonia and the active guides in Norway have 
their own website (54 guides out of 165 in Catalonia and 7 out of 25 in Norway) or advertise 
their services through a professional website (54 guides out of 167 in Catalonia and 5 out of 
24 in Norway). In addition, 37% (61 guides out of 165) and 56% (14 out of 25) of the guides 
in Catalonia and Norway respectively reports to receive bookings through the web.
With regards to the number of employers for who guides work for, results are slightly 
different between Catalonia and Norway. A high percentage of the guides in Catalonia (133 
out of 163 guides) work for more than one employer. The mean for the number of employees 
is 7.1, with a range between 2 and 30, and a standard deviation of 5.8. On the other hand, 
slightly over 50% of the guides in Norway (56 out of 110) deal with various employers. The 
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mean of employers is 3.4, a range between 2 and 32.5, and a standard deviation of 4.3.
Main employer(s).
There are some differences between the Norwegian and the Catalan sample with regards 
to the main employer or employers for which the tourist guides work for (see Figure 12 and 
Figure 13). On one hand, Norwegian guides work mainly through a middleman (80.2%) and 
travel agencies (28.8%). On the other hand, guides in Catalonia are mainly employed by 
travel agencies (76.1%) and guiding companies (47.8%). 
Specialised tours. 
Tourist guides in the Catalan sample and Norwegian sample report that their customers 
ask for specialised tours to a high extent (82.7% in Catalonia and 85.2% in Norway).
With regards to the most demanded types of specialised tours, findings in the Norwegian 
sample did not result in any type of group with high median values. The highest median in 
Norway is 3 for the “medieval heritage or earlier” and for the “religious tourism”. However, 
the most demanded types of specialised tours in Catalonia are “modernism” (median=5), 
followed by “medieval heritage” (Median=4), and “Contemporary art and architecture” 
76.1
12.4 11
47.8
23.4
Figure 13. Percentages main employer(s) Catalonia
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(median=4). 
Results from a Chi-square test for independence between the guiding country and the 
kind of specialised tours report a significant difference in the sample distribution, therefore, 
there is a significant association between the guiding country and the following type of tours: 
nature, Chi-square (4, n=245)=56.1, p=.000, Cramer's V=.48; Sports, Chi-square (4, 
n=240)=28.5, p=.000, Cramer's V=.34; Gastronomy, Chi-square (4, n=247)=51.2, p=.000, 
Cramer's V=.46; Drinks, Chi-square (4, n=242)=63.2, p=.000, Cramer's V=.51; and religious 
tourism, Chi-square (4, n=252)=13.5, p=.009, Cramer's V=.23. 
Table 7 includes the percentages for each of the kind of specialised tours mentioned 
above. Differences between the sample distribution in Norway and in Catalonia are easy to be 
seen.
Table 7
Percentages of the sample distribution for the type of specialised tours with significant  
differences 
1. Very selfom 
or never
2. Rather 
seldom
3. Sometimes 4. Rather 
often
5. Very often 
or always
Nature Catalonia 45.4 31.3 16 5.5 1.8
Norway 12.2 17.1 41.5 14.6 14.6
Sports Catalonia 31.9 21.5 29.4 13.5 3.7
Norway 57.1 31.2 7.8 2.6 1.3
Gastronomy Catalonia 12.3 18.7 38.6 21.6 8.8
Norway 47.4 28.9 17.1 5.3 1.3
Drinks Catalonia 17.6 20.6 39.4 19.4 3
Norway 62.3 26 9.1 1.3 1.3
Religious 
tourism
Catalonia 18.8 18.8 39.4 17.6 5.3
Norway 12.2 14.6 28 31.7 13.4
On the other hand, there is no significant association between the guiding country and 
medieval heritage, Chi-square (4, n=255)=8.1, p=.09, Cramer's V=.18; or between the guiding 
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country and literature, Fisher (n=237)=4.8, p=.296.
There are some differences between the Catalan sample and the Norwegian sample with 
regards to the profile of the tourists who demand for specialised tours (see Figure 14). 
Professional associations are the kind of tourist who most frequently demand for specialised 
tours in Catalonia. On the other hand, bus passengers and cruise passengers are the most 
common kind of tourists who request for specialised tours in Norway. It is important to 
remark that school kids and youth are rarely or even never found to demand specialised tours 
in Norway.
Note. Scale from 1 “very seldom or never” to 5 “very often or always”
Figure 14. Median for the profile of tourists in specialised tours
With regards to a Chi-square test for independence between the guiding country and the 
kind of tourists in specialised tours, results report significant differences in the sample 
distribution and therefore, significant associations between the guiding country and the 
following type of tourists: school kids, Chi-square (4, n=233)=58.9, p=.000, Cramer's V=.50; 
Youth, Chi-square (4, n=221)=27.3, p=.000, Cramer's V=.35; Families, Chi-square (4, 
n=221)=42.7, p=.000, Cramer's V=.44; Cruise passengers, Chi-square (4, n=238)=31.4, 
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p=.000, Cramer's V=.36; Seniors, Chi-square (4, n=233)=10.1, p=.04, Cramer's V=.21; 
Business travellers, Chi-square (4, n=239)=20.3, p=.000, Cramer's V=.29; and professional  
associations, Chi-square (4, n=244)=37.5, p=.000, Cramer's V=.39. Table 8 shows the 
percentages for the sample distribution in Catalonia and Norway in relation to the kind of 
tourists in specialised tour with significant associations with the guiding country.
Table 8
Percentages of the sample distribution for the kind of tourists in specialised tours with  
significant differences 
1. Very selfom 
or never
2. Rather 
seldom
3. Sometimes 4. Rather 
often
5. Very often 
or always
School kids Catalonia 16.4 17 23.9 27 15.7
Norway 58.1 24.3 13.5 4.1 0
Youth Catalonia 23.3 26.7 26.7 16.7 6.7
Norway 54.9 25.4 15.5 2.8 1.4
Families Catalonia 7.4 20.1 29.5 28.2 14.8
Norway 38.9 22.2 27.8 8.3 2.8
Cruise 
passengers
Catalonia 27.7 18.1 24.5 21.9 7.7
Norway 18.1 6 20.5 20.5 34.9
Seniors Catalonia 16.2 22.1 30.5 19.5 11.7
Norway 13.9 7.6 32.9 31.6 13.9
Business 
travellers
Catalonia 5.5 12.9 36.2 28.2 17.2
Norway 23.7 14.5 28.9 26.3 6.6
Professional 
associations
Catalonia 4.2 4.8 18.2 42.4 30.3
Norway 21.5 15.2 25.3 29.1 8.9
On the contrary, there is no significant association between the guiding country and bus 
passengers, Chi-square (4, n=242)=7.5, p=.11, Cramer's V=.18. 
The length for specialised tours is rather similar in Catalonia and in Norway. The mean 
of hours in Catalonia is 4, with a range from 1 to 8 hours and a standard deviation of 1.5. On 
the other hand, the mean of hours in Norway is 3.6, with a range from 1 to 8 hours and a 
standard deviation of 1.5. With regards to the guides who report the length in days, results are 
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also similar between both samples. The mean of days in Catalonia is 3.2, with a range from 1 
to 15 and a standard deviation of 2.8. For the Norwegian sample the mean of days is slightly 
higher (4.2 days), with a range from 1 to 10 and a standard deviation of 3.4.
An independent-sample t test was conducted to compare the mean of days for Catalonia 
and Norway. Results show that there is no statistically significant difference in the mean days 
scores for Catalonia and Norway, t (44) = -.90, p=.37 (two-tailed).
Regarding the number of tourist of the specialised tours, means between Norway and 
Catalonia are also similar. The mean in Catalonia is 22.5, with a range between 2 and 60, and 
a standard deviation of 10. The mean for Norway is 23, with a range from 5 to 55 and a 
standard deviation of 10.5.
The tables below provide information concerning the top requested languages in 
specialised tours for the Catalan sample (Figure 15) and the Norwegian sample (Figure 16). 
English is the most demanded language both in Catalonia and in Norway. And national 
languages (Catalan and Spanish in Catalonia and Norwegian in Norway) are also among the 
top positions. The rest of demanded languages are French, German, Italian, Dutch, Russian, 
Japanese, Polish, Chinese, Danish, Norwegian, Swedish, Flemish, Hebrew and Portuguese in 
Catalonia, and German, French, Spanish, Italian, Dutch, Japanese and Danish in Norway. 
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The ranking for the means of transport used in specialised tours is the same for Norway 
and Catalonia. The top position is for “bus, car or boat from the agency, tour operator or 
middleman” (54 guides, 24.4% in the Catalan sample; 35 guides, 31.5% in the Norwegian 
sample). The second position is for “bus, car or boat from the tourist group” (48 guides, 21.7 
% in the Catalan sample; 22 guides, 19.8% in the Norwegian sample) and the third position is 
for “on foot” (34 guides, 15.4% in the Catalan sample; 21 guides, 18.9% in the Norwegian 
sample). The mean of transport less frequently used in specialised tours is the “public 
transport” (18 guides, 8.1% in the Catalan sample; 2 guides, 1.8% in the Norwegian sample). 
Tourist guides in Norway and Catalonia reported to a high extent that specialised tours 
include visits to museums (92.5% in the Catalan sample and 80% in the Norwegian sample) 
and monuments/historical sites (98.2% in the Catalan sample and 92% in the Norwegian 
sample). However, in view of the percentages, specialised tours in Catalonia include more 
visits to monuments and museums than specialised tours in Norway.   
Regarding the museums most frequently included in a specialised tour, “Museu Picasso” 
(Picasso Museum, Barcelona; mentioned by 105 guides) and Sunnmøre Museum (Møre og 
Romsdal; mentioned by eight guides) are at the top of the list of museums in Catalonia and 
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Norway respectively. On the other hand, Sagrada Familia (Barcelona; mentioned by 74 
guides) and Nidarosdomen (Trøndelag; mentioned by nine guides) are heading the list for 
monuments and historical sites.
New technologies and social media.
Regarding the use of social media as a support for work, the highest percentages for 
Catalonia and Norway are found in the lowest rate. In other words, approximately 50% of the 
guides in Catalonia and Norway never use the social media or use it rarely. However, there is 
more use of social media among the Catalan sample (median=3) in comparison with the 
Norwegian sample (median=2). See Figure 17 for further details.
Figure 17. Use of social media as a support for the guiding work            
A chi-square test for independence between guiding country and social media reported 
no significant difference in the sample distribution, Chi-square (4, n=327)=3.2, p=.530, 
Cramer's V=.10. Therefore, it can be stated that there is no significant association between the 
guiding country (Catalonia and Norway) and the use of social media.  
Thirty six percent (36%) of the guides in Norway and 36.2% in Catalonia consider that 
the new technologies are a threat for their profession. However, there are some differences 
between Catalonia and Norway with regards to the use of tools (smarphone, PC, headphones 
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and microphone, and portable speakers) when guiding (see Figure 18). Guides in Catalonia 
use smartphone, headphones and microphone, and portable speakers more frequently than the 
Norwegian guides. And the pc is more used in Norway than in Catalonia. However, the 
median values for both samples is relatively low having in mind that the scale is from one to 
five (“very seldom or never” to “very often or always”). Median values for Catalonia are 2 
(PC) and 3 (smartphone, headphones and microphone, and portable speakers), and 1 
(smartphone and portable speakers), 2 (headphones and microphone) and 3 (PC) in Norway.
Note. Scale from 1 “very seldom or never” to 5 “very often or always”
Figure 18. Median for the use of tools when guiding
Results from a Chi-square test for independence show that there is a significant 
association between the guiding country and the following tools: smartphone, Chi-square (4, 
n=297)=31.2, p=.000, Cramer's V=.32. Percentages in Catalonia from a scale from one “Very 
seldom or never” to five “Very often or always” are 42.2%, 6%, 8%, 11.1% and 32.7% 
respectively. However, percentages in Norway are 75.5%, 4.1%, 5.1%, 6.1% and 9.2% 
respectively. Headphones and microphone, Chi-square (4, n=310)=31.2, p=.000, Cramer's 
V=.32. Percentages in Catalonia from a scale from one “Very seldom or never” to five “Very 
often or always” are 20.8%, 11.1%, 29%, 16.9% and 22.2% respectively. However, 
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percentages in Norway are 47.6%, 11.7%, 9.7%, 8.7% and 22.3% respectively. And portable  
speakers, Chi-square (4, n=310)=55.5, p=.000, Cramer's V=.42. Percentages in Catalonia 
from a scale from one “Very seldom or never” to five “Very often or always” are 28.1%, 
9.5%, 15.7%, 16.7% and 30% respectively. However, percentages in Norway are 66%, 15%, 
10%, 4% and 5% respectively.
On the other hand, there is no significant associations between the guiding country and 
pc, Chi-square (4, n=292)=6.5, p=.163, Cramer's V=.15.
Feedback. 
Figure 19 shows that tourist guides in Catalonia receive more feedback from the tourist 
groups than guides in Norway. 
Note. Median 4 (Catalonia) and 3 (Norway)
Figure 19. Distribution of the samples for the feedback from the tourist group 
Contrary to the feedback from the tourist groups, both guides in Norway and Catalonia 
receive little feedback from other guides (see Figure 20).  
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Note. Median 2 (Catalonia) and 2 (Norway)
Figure 20.  Distribution of the samples for the feedback from other guides
Continuous education.
A higher percentage of tourist guides in Catalonia take part in continuous education or 
professional guide courses compared with the guides in Norway. Thirty eight point nine 
percent (38.9%) of the guides in Catalonia take part in continuous education between “rather 
often” and “very often or always”. A slightly lower percentage of tourist guides in Norway 
(31.1%) take part in continuous education.
It is important to remark that 16.7% of the guides in the Catalan sample and 9,4% in the 
Norwegian sample who attend courses “very seldom or never”. See Figure 21 for further 
details.
1.Very seldom or never
2.Rather seldom
3.Sometimes
4.Rather often
5.Very often or always
0
5
10
15
20
25
30
35
40
Norway
Catalonia
TOURIST GUIDES' WORK IMPROVEMENTS                                                                  66
Note. Median 3 (Catalonia) and 3 (Norway)
Figure 21. Percentages for the attendance in continuous education 
Results from a Chi-square test for independence between guiding country and continuous 
education show that there is a significant difference in the sample distribution, Chi squared (4, 
n=322)=11.4, p=.02, Cramer's V=.19. Percentages in Catalonia from a scale from one “Very 
seldom or never” to five “Very often or always” are 16.7%, 11.1%, 33.3%, 29.6% and 9.3% 
respectively. However, percentages in Norway are 9.4%, 21.7%, 37.7%, 19.8% and 11.3% 
respectively.
There are no differences between the median value for the Catalan sample and the 
Norwegian sample with regards to the use of different means in order to keep their job 
updated (see Figure 22). The median for the majority of the means at point 4 in a scale from 
one to five (from “very seldom or never” to “very often or always”) indicates that guides in 
Catalonia and in Norway to a high extent try to keep their job updated.  
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Note. Scale from 1 “very seldom or never” to 5 “very often or always”
Figure 22. Relation of means used by guides in order to keep their job updated (median 
values)
A Chi-square test for independence between the guiding country and the means for job 
updating show that there is significant association between the guiding country and the 
following means: check out websites, Chi-square (4, n=325)=45.5, p=.000, Cramer's V=.37. 
Percentages in Catalonia from a scale from one “Very seldom or never” to five “Very often or 
always” are 2.8%, 1.4%, 7.8%, 38.2% and 49.8% respectively. However, percentages in 
Norway are 3.7%, 6.5%, 32.4%, 33.3% and 24.1% respectively. And visits in situ, Fisher 
(n=321)=33.2, p=.000. Percentages in Catalonia from a scale from one “Very seldom or 
never” to five “Very often or always” are 0%, 0.5%, 14.6%, 39% and 46% respectively. 
However, percentages in Norway are 0.9%, 3.7%, 35.2%, 39.8% and 20.4% respectively.
On the other hand, there are no significant differences in the sample between the guiding 
country and check out social media, Chi-square (4, n=314)=5.0, p=.284, Cramer's V=.13; 
between the guiding country and check out regular publications, Chi-square (4, n=320)=4.6, 
p=.332, Cramer's V=.12; between the guiding country and check out books, Fisher 
(n=324)=5.9, p=.169; or between the guiding country and check out newsletters, Fisher 
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(n=324)=2.1, p=.736.
Specialisations within the guiding profession.
A high percentage of the guides in Norway (90.7%) and Catalonia (89.1%) consider that 
the guiding profession should have some non-mandatory specializations for those guide who 
would like to develop further knowledge in a specific area. Guides in Catalonia and Norway 
agree and consider art, architecture, nature and history within the top most demanded 
specializations.
Work optimism.
Highest levels of work optimism are concentrated in “to some extent” and “rather much” 
for the Catalan and the Norwegian sample. However, the median in Catalonia is 3 and the 
median for Norway is 4. Therefore, guides in Norway are more optimistic about their job than 
the guides in Catalonia. Figure 23 displays the percentages for the sample distribution in 
Catalonia and Norway.
Note. Median 3(Catalonia) and 4 (Norway)
Figure 23. Percentages for the sample distribution in the work optimism variable
Job demands.
This section displays the results for the job demands, that includes the quantitative 
demands, decision demands and learning demands.
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Quantitative demands.
The level of quantitative demands is higher in Catalonia than in Norway (see Figure 24). 
Sixty four percent (64%) of the guides in Catalonia consider the quantitative demands to be 
high between “sometimes” and “very often or always”, while only 35% of the guides in 
Norway consider the quantitative demands to be high between “sometimes” and “very often 
or always”.
Note. Median 3 (Catalonia) and 2.7 (Norway)
Figure 24. Sample distribution in the quantitative demands scale
Decision demands.
Figure 25 indicates that the level of decision demands is higher in Catalonia than in 
Norway. Guides in Catalonia (63%) consider that the decision demands at work are high 
“rather often” or “very often or always”. Thirty eight point one percent (38.1%) of the guides 
in Norway consider that the levels of decision demands are high “rather often” or “very often 
or always”.
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Note. Median 4 (Catalonia) and 3.7 (Norway)
Figure 25. Sample distribution in the decision demands scale
Learning demands.
From the chart below (Figure 26) one can argue that the levels of learning demands are 
low both in Catalonia and in Norway. Less than one percent of the guides in both Catalonia 
and in Norway consider the learning demands at work to be high “rather often” or “very often 
or always”.
Note. Median 2.3 (Catalonia) and 2.3 (Norway)
Figure 26. Sample distribution in the learning demands scale
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Role expectations.
This section displays the results from the role expectations of the tourist guides: role 
clarity and role conflict.
Role clarity.
Tourist guides in Catalonia have more clear roles (goals and expectations) than the 
guides in Norway (see Figure 27). However, very low percentages or null percentages at the 
lowest values (“very seldom or never”, “rather seldom” and “sometimes”) show that there is 
not an apparent problem with the clarity of the tasks in Norway or Spain.
Note. Median 4.7 (Catalonia) and 4.7 (Norway)
Figure 27. Sample distribution in the role clarity scale
Role conflict.
Levels of role conflict (opposite demands) are lower in Norway than in Catalonia (see 
Figure 28). Seventy six point three percent (76.3%) of the guides in Norway and 68.6% of the 
guides in Catalonia perceive role conflict between “very seldom or never” and at “rather 
seldom” occasions. 
1.Very seldom or never
 
 
2.Rather seldom
 
 
3.Sometimes
 
 
4.Rather often
 
 
5.Very often or always
0
10
20
30
40
50
Norway
Catalonia
TOURIST GUIDES' WORK IMPROVEMENTS                                                                  72
Note. Median 2.7 (Catalonia) and 2.3 (Norway)
Figure 28. Sample distribution in the role conflict scale
Perceptions of self-efficacy.
Results reveals high levels of perceptions of self-efficacy among the Norwegian sample 
and the Catalan sample (see Figure 29). However, the highest percent (55.1%) for Norway is 
at the highest point “totally agree”. On the contrary, the highest percent (56.4%) of the guides 
in Catalonia are concentrated at point 4 “agree to some extent”. 
Note. Median 4.8 (Catalonia) and 5 (Norway)
Figure 29. Sample distribution in the self-efficacy scale 
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Social interactions.
This section displays the results obtained in support from other guides and support from 
superior.
Support from co-workers (other guides).
Tourist guides in Catalonia and in Norway receive support from their co-workers (other 
guides) to a high extent (see Figure 30). Highest percentages are concentrated between 
“sometimes” and “very often or always” for the Norwegian sample and the Catalan sample.
Note. Median 3.7 (Catalonia) and 3.7 (Norway)
Figure 30. Sample distribution in the support from co-workers (other guides) scale
Support from superior.
Figure 31 displays the distribution of the sample in Catalonia and the sample in Norway 
for the scale “support from superior”. Fifty five point four percent (55.4%) of the tourist 
guides in Norway receive support from their superior between “rather often” and “very often 
or always”. Tourist guides in Catalonia (46.6%) receive support from their superior between 
“rather often” and “very often or always”. However, there are 18.4% of the guides in Norway 
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and 11.6% of the guides in Catalonia who receive support between “very seldom or never” 
and “rather seldom” occasions.  
Note. Median 3.7 (Catalonia) and 4 (Norway)
Figure 31. Sample distribution in the support from superior scale
Work engagement.
Work engagement levels are high both in Catalonia and in Norway (see Figure 32). 
Twenty three percent (23%) of the guides in Norway and 19.2% of the guides in Catalonia 
feel engaged at work at all times. In addition, null and non-significant percentages are found 
between “never” and “sometimes”. In other words, a non-significant percentage of guides 
consider themselves disengaged with their work.
Note. Median 6.2 (Catalonia) and 6.5 (Norway)
Figure 32. Sample distribution in the work engagement scale
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Behaviour of the tourist groups. 
There are some differences between the type of tourist groups that the guides in 
Catalonia and Norway have to deal with (see Figure 33). Eighty point two percent (80.2%) of 
the guides in Norway have to deal with negative group behaviours “very seldom or never”. 
On the contrary, less than half of the guides in Catalonia (35.2%) deal with negative group 
behaviours “very seldom or never”. In other words, guides in Norway work with more 
positive group behaviour than the Catalan guides. 
Note. Median 2 (Catalonia) and 1.4 (Norway)
Figure 33. Sample distribution in the group behaviour scale
Perceptions of how work will develop in relation to the age. 
Higher amount of tourist guides in Norway perceives that their work will develop in a 
positive way in relation to their age (or the fact guides are getting older), in comparison with 
the perceptions of the tourist guides in Catalonia (see Figure 34). 
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Note. Median 3.7 (Catalonia) and 4 (Norway)
Figure 34. Sample distribution in the work and age scale
Description of the Dependent Variables
Job satisfaction.
Levels of job satisfaction are similar among tourist guides in Catalonia and in Norway. 
Highest percentages are concentrated in the highest values (“rather satisfied” and “very 
satisfied”). In other words, guides in Catalonia and Norway are satisfied at work (see Figure 
35).
Note. Median 4 (Catalonia) and 4 (Norway)
Figure 35. Percentages for the sample distribution in the job satisfaction variable 
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Job satisfaction is found to positive correlate with additional job, work optimism , career  
plans, role clarity, self-efficacy, work engagement, support superior, work and age, and 
working hours per week. And negatively correlate with job stress, role conflict, and group 
behaviour. Table 9 provides detailed information of the Pearson correlation coefficient, the 
significance level and the number of cases for the significant correlations to job satisfaction.
On the other hand, there are non-significant correlations with guiding country (r=.034, 
n=323, p=.547), age (r=.041,  n=320, p=.468), gender (r=.051, n=321, p=.365), learning 
demands (r=-.034,  n=311, p=.548), years of experience (r=.011, n=313, p=.845), continuous 
education (r=.034,  n=317, p=.544), membership association (r=.008,  n=320, p=.884), 
feedback from other guides (r=-.072,  n=315, p=.205), support from co-workers (other guides) 
(r=.016,  n=305, p=.779), feedback tourist group (r=.081,  n=316, p=.150), quantitative  
demands (r=.015,  n=307, p=.798), decision demands (r=.040,  n=311, p=.485) and guide 
services per month  (r=.113,  n=259, p=.068). 
Table 9
Significant correlations to job satisfaction
Variables Job 
satisfaction
Number of 
cases (N)
Additional job .119* 322
Work optimism .335*** 321
Career plans .263*** 321
Role clarity .153** 312
Self-efficacy .149** 314
Work engagement .192*** 282
Support superior .171* 130
Work and age .290*** 308
Working hours per week .125* 255
Job stress -.147** 321
Role conflict -.192*** 313
Group behaviour -.285*** 311
*<.05, **<.01, ***<.001
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The fact that guiding country and job satisfaction are non-significant correlated does not 
allow the variable “guiding country” to be included in the multiple regression. However, and 
despite the fact that the guiding country cannot be tested as initially planned, the researcher 
believes that it is still interesting to identify the group of variables that have an influence on 
job satisfaction.
Job stress. 
Highest levels of job stress are found in the Catalan sample (Figure 36). Seven point nine 
percent (7.9%) of the guides in Catalonia consider their job “rather much” and “very much” 
stressful, while guides in Norway (0.9%) only consider their job stressful (“rather much” and 
“very much”).
Note. Median 2 (Catalonia) and 2 (Norway)
Figure 36. Percentages for the sample distribution in the job stress variable 
Job stress is found to positively correlate with feedback from the tourist group, 
quantitative demands, decision demands, learning demands, role conflict, group behaviour, 
working hours per week, and guide services per month. And negatively correlate with age, 
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job satisfaction, work optimism, role clarity, self-efficacy, work and age, guiding country and 
work engagement. Table 10 gives detail (Pearson correlation coefficient, level of significance 
and number of cases) for the significant correlations to job stress mentioned above.
There is non-significant correlation between job stress and gender (r=.025,  n=324, 
p=.655), years of experience (r=.022,  n=315, p=.703), additional job (r=-.083,  n=324, 
p=.138), membership association (r=.081,  n=323, p=.144), feedback co-workers (other  
guides) (r=.105,  n=319, p=.062), continuous education (r=.073,  n=321, p=.194), career 
plans (r=-.094,  n=324, p=.092), support superior (r=-.157,  n=132, p=.072), and support co-
workers (other guides) (r=-.010,  n=309, p=.859).
Table 10
Significant correlations to job stress
Variables Job stress Number of 
cases (N)
Feedback tourist group .111* 320
Quantitative demands .338*** 311
Decision demands .256*** 316
Learning demands .267*** 315
Role conflict .341*** 317
Group behaviour .351*** 315
Working hours per week .125* 257
Guide services per month .125* 259
Age -.108* 323
Job satisfaction -.147** 321
Work optimism -.174** 320
Role clarity -.161** 317
Self-efficacy -.241*** 317
Work and age -.309*** 311
Guiding country -.216*** 326
Work engagement -.170** 285
*<.05, **<.01, ***<.001
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Career plans.
Figure 37 shows that more than 80% of the guides in Catalonia and in Norway are very 
likely to keep working within the guiding profession in the upcoming years. From this 
percentage, 60.1% of the guides in Catalonia and 43.6% in Norway report that they will 
certainly work as guides in the future. In the same line, results from the amount of years 
guides intend to stay within the profession, 64.7% of the guides in Catalonia and 79.3% of the 
guides in Norway report their wish to work for 20 years or more, until retirement or 
indefinite. 
Figure 37. Percentages for the sample distribution in the intention to work as a tourist guide in 
the future (career plans variable)
Career plans are found to positively correlate with additional job, feedback tourist group, 
quantitative demands, decision demands, job satisfaction, work optimism, continuous 
education, role clarity, self-efficacy, work engagement, work and age, working hours per  
week, and guide services per month. And negatively correlate with guiding country and role  
conflict.
However, there are non-significant correlations between career plans and age (r=-.052, 
n=325, p=.350), gender (r=.037,  n=326, p=.501), years of experience (r=.076,  n=318, 
p=.179), membership association (r=-.037,  n=326, p=.504), feedback co-workers (other  
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guides) (r=-.020,  n=318, p=.725), job stress (r=-.094, n=324, p=.092), support superior 
(r=.059,  n=135, p=.498), learning demands (r=-.009,  n=316, p=.879), support co-workers  
(other guides) (r=.015,  n=308, p=.793), and group behaviour (r=-.087,  n=314, p=.122).
Table 11 provides detailed information (Pearson correlation coefficient, level of 
significance and number of cases) for the significant correlations to career plans mentioned 
above.
Table 11
Significant correlations to career plans
Variables Career 
plans
Number of 
cases (N)
Additional job .266*** 326
Feedback tourist group .250*** 319
Quantitative demands .168** 312
Decision demands .190*** 315
Job satisfaction .263*** 321
Work optimism .235*** 321
Continuous education .109* 320
Role clarity .247*** 316
Self-efficacy .231*** 316
Work engagement .250*** 283
Work and age .179** 310
Working hours per week .211*** 257
Guide services per month .169** 260
Guiding country -.122* 328
Role conflict -.122* 317
*<.05, **<.01, ***<.001
Results from the Multiple Regressions
In this last part of the results, the multiple regression analysis are presented. There have 
been three multiple regressions between the independent variables (Step 1 “guiding country” 
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variable; Step 2 “individual level” variables; Step 3 “organisational level” variables; and Step 
4 “travellers level” variables) and the dependent variables (job satisfaction, job stress and 
career plans). As mentioned before, the multiple regression to job satisfaction skipped one 
step due to the lack of correlation between guiding country and job satisfaction.
Multiple regression to predict job satisfaction.
Hierarchical multiple regression was used to identify the ability of three stage predictors 
(Step 1: Individual level “work optimism, additional job, work engagement and self-efficacy”; 
Step 2: Organisational level “support superior, working hours, role clarity, role conflict, and 
work and age”; and Step 3: Travellers level “group behaviour”) to predict job satisfaction. 
In the first step, the “individual level” variables explain an additional 28.6% (R square 
change), which is statistically non-significant. In the second step, the “organisational level” 
variables only explain an additional 8.2% (R Square change), which is statistically non-
significant. And in the third step, “travellers level” variables only explains an additional 7% 
(R Square change), which is significant at .01 level. 
In the first stage of the regression, only “work engagement” (beta=.223, p<.05) and 
“work optimism” (beta=.474, p<.001) are statistically significant. On the other hand, 
“additional job” (beta=.186, p>.05) presents marginal values and “self-efficacy” (beta=-.021, 
p>.05) is non-significant. In the second step, “work optimism” is still significant (beta=.435, 
p<.001), and the effect of “work engagement” (beta=.153, p>.05) disappears. The rest of the 
variables in step two are non-significant: “additional job” (beta=.144, p>.05), “self-efficacy” 
(beta=-.066, p>.05), “work and age” (beta=.159, p>.05), “working hours” (beta=.086, p>.05), 
“role clarity” (beta=.109, p>.05), “role conflict” (beta=.-.196, p>.05, and “support superior” 
(beta=-.139, p>.05). In the last stage of the model, “work optimism” (beta=.426, p<.001) and 
“group behaviour” (beta=-.337, p<.01) are statistically significant, and “additional job” 
(beta=.123, p>.05), “self-efficacy” (beta=-.138, p>.05), “work engagement” (beta=.131, 
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p>.05), “work and age” (beta=.142, p>.05), “working hours” (beta=.177, p>.05), “role clarity” 
(beta=.079, p>.05), “role conflict” (beta=-.036, p>.05) and “support superior” (beta=-.103, 
p>.05) do not have any effect on the dependent variable.
It can be concluded that model one (Step 1) explains 24.4% (adjusted R square) of the 
variance in the dependent variable “job satisfaction”, model two (Step 2) explains 27.8% 
(adjusted R square), and model three (Step 3) explains 34.8% (adjusted R square).
Multiple regression to predict job stress.
Hierarchical multiple regression was used to identify the ability of four stage predictors 
(Step 1: Sample “guiding country”; Step 2: Individual level “self-efficacy, work optimism, 
work engagement and age”; Step 3: Organisational level “role conflict, role clarity, working 
hours, work and age, and number of services”; and Step 4: Travellers level “feedback from 
tourist group, learning demands, quantitative demands, decision demands and group 
behaviour”) to predict job stress. 
In the first step, the “sample” variable explains an additional 3.2% (R square change), 
which is significant at 0.1 level. In the second step, the “individual level” variables explained 
an additional 12.5% (R Square change), being significant at .001 level. In the third step, 
“organisational level” variables explain an additional 9.8% (R Square change), which is 
statistically significant at level .001. And in the last step, “travellers level” variables explain 
an additional 9.7% (R Square change), significant at .001 level.
The first step of the regression shows that the guiding country has an effect on the job 
stress levels (beta=-.179, p<.01). In the second stage, only “self-efficacy” (beta=-.203, p<.01) 
and “work optimism” (beta=-.170, p<.05) have a unique effect on job stress, and “sample” 
(beta=-.135, p=.10) and “work engagement” (beta=-.129, p=.09) present marginal values. On 
the contrary, “age” variable (beta=-.050, p>.05) is statistically non-significant in stage two. In 
stage three, “self-efficacy” is still significant (beta=-.165, p<.05), and “work and age” 
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(beta=-.174, p<.05) and “role conflict” (beta=.195, p<.01) also present unique effects on job 
stress. The “work engagement” variable (beta=-.126, p=.10) still reports marginal values, and 
“sample” (beta=-.012, p>.05), “age” (beta=-.078, p>.05), “work optimism” (beta=-.112, 
p>.05), “role clarity” (beta=-.004, p>.05), “working hours” (beta=.136, p>.05) and “number 
of services” (beta=.024, p>.05) are statistically non-significant. In the last step, “self-efficacy” 
(beta=-.149, p<.05), “work and age” (beta=-.213, p<.01), “quantitative demands” (beta=.202, 
p<.01) and “group behaviour” (beta=.156, p<.05) have a separate effect on job stress. 
However, “sample” (beta=.105, p>.05), “age” (beta=-.029, p>.05), “work engagement” 
(beta=-.117, p>.05), “work optimism” (beta=-.075, p>.05), “role clarity” (beta=.035, p>.05), 
“role conflict” (beta=.013, p>.05), “working hours” (beta=.059, p>.05), “number of services” 
(beta=.002, p>.05) and “decision demands” (beta=.073, p>.05) are statistically non-
significant, and “feedback from tourist group” (beta=.133, p=.06) and “learning demands” 
(beta=.132, p=.06) report marginal values.
It can therefore be concluded that model one (Step 1) explains 2.7% (adjusted R square) 
of the variance in job stress, model two (Step 2) explains 13.3% (adjusted R square), model 
three (Step 3) explains 21.2% (adjusted R square), and model four (Step 4) explains 29.5% 
(adjusted R square) of the variance in the dependent variable.
Multiple regression to predict career plans.
Multiple regression 1.
Hierarchical multiple regression was used to identify the ability of four stage predictors 
(Step 1: Sample “guiding country”; Step 2: Individual level “work engagement, continuous 
education, work optimism, additional job and self-efficacy”; Step 3: Organisational level “role 
clarity, role conflict, working hours, work and age, and number of services”; and Step 3: 
Travellers level “feedback from the tourist group, quantitative demands and decision 
demands”) to predict career plans. 
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In the first step, the “sample” variable explains an additional 0.9% (R square change), 
which is statistically non-significant. In the second step, the “individual level” variables 
explain an additional 15.7% (R Square change), which is significant at .001 level. In the third 
step, the “organisational level” variables only explain an additional 2.1% (R Square change), 
which is statistically non-significant. And in the fourth step, “travellers level” variables only 
explain an additional 3.2% (R Square change), which is non-significant but close to a .05 
level of significance.
In the first step of the regression, there is no difference between the guiding country and 
the career plans (beta=-.095, p>.05). When introducing the “individual level” variables only 
“work optimism” (beta=.229, p<.001) and “additional job” (beta=.197, p<.01) have a separate 
effect on the dependent variable, and “work engagement” (beta=-.128, p=.09) presents a 
marginal significance. However, “sample” (beta=-.057, p>.05), “continuous education” 
(beta=.039, p>.05) and “self-efficacy” (beta=-.107, p>.05) are statistically non-significant. In 
the third step, “work optimism” (beta=.230, p<.01) and “additional job” (beta=.174, p<.05) 
still have a unique effect on career plans. The rest of the variables are statistically non-
significant: “sample” (beta=-.015, p>.05), “continuous education” (beta=.041, p>.05), “self-
efficacy” (beta=.086, p>.05), “work engagement” (beta=.101, p>.05), “role conflict” 
(beta=-.115, p>.05), “role clarity” (beta=.057, p>.05), “work and age” (beta=-.030, p>.05), 
“working hours” (beta=.071, p>.05) and “number of services” (beta=.009, p>.05). When 
introducing the “travellers level” variables in the last step, “work optimism” (beta=.229, 
p<.01) and “additional job” (beta=.167, p<.05) still have a separate effect. In addition, “role 
conflict” (beta=-.193, p<.05) and “decision demands” (beta=.186, p<.05) also have a unique 
effect on career plans. On the other hand, “sample” (beta=.022, p>.05), “continuous 
education” (beta=.022, p>.05), “self-efficacy” (beta=.073, p>.05), “work engagement” 
(beta=.068, p>.05), “role clarity” (beta=.037, p>.05), “work and age” (beta=-.034, p>.05), 
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“working hours” (beta=.039, p>.05), “number of services” (beta=.008, p>.05), “feedback 
from tourist group” (beta=.043, p>.05) and “quantitative demands” (beta=.034, p>.05) are 
statistically non-significant.
In conclusion, model one (Step 1) explains 0.4% (adjusted R square) of the variance in 
career plans, model two (Step 2) explains 13.9% (adjusted R square), model three (Step 3) 
explains 13.7% (adjusted R square) and model four (Step 4) explains 15.7% (adjusted R 
square) of the variance in the dependent variable.
Multiple regression 2 (including job satisfaction).
A second hierarchical multiple regression was used to identify the ability of four stage 
predictors (Step 1: Sample “guiding country”; Step 2: Individual level “job satisfaction, work 
engagement, continuous education, work optimism, additional job and self-efficacy”; Step 3: 
Organisational level “role clarity, role conflict, working hours, work and age, and number of 
services”; and Step 4: Travellers level “feedback from the tourist group, quantitative demands 
and decision demands”) to predict career plans. In this second regression, the job satisfaction 
variable was included within the group of “individual level” variables, and therefore, included 
in the second stage of the analysis.
In the first step of the regression, the “sample” variable explains an additional 0.9% (R 
square change), which is statistically non-significant. In the second step, the “individual level” 
variables explain an additional 18.3% (R Square change), which is statistically significant at .
001 level. In the third stage, the “organisational level” variables only explain an additional 
1.2% (R Square change), which is statistically non-significant. And in the last step, “travellers 
level” variables only explain an additional 3.4% (R Square change), which is significant at .05 
level of significance.
In the first step of the regression, there is no difference between the guiding country and 
the career plans (beta=-.095, p>.05). When introducing the “individual level” variables, “work 
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optimism” (beta=.170, p<.05) , “additional job” (beta=.170, p<.05) and “job satisfaction” 
(beta=.180, p<.05) have a separate effect on the dependent variable. However, “sample” 
(beta=-.085, p>.05), “continuous education” (beta=.045, p>.05) and “self-efficacy” 
(beta=-.115, p>.05) and “work engagement” (beta=.094, p>.05) are statistically non-
significant. In the third step, “work optimism” (beta=.184, p<.05), “additional job” 
(beta=.159, p<.05) and “job satisfaction (beta=.152, p<.05), still have a unique effect on 
career plans. The rest of the variables in the third step are statistically non-significant: 
“sample” (beta=-.045, p>.05), “continuous education” (beta=.043, p>.05), “self-efficacy” 
(beta=.099, p>.05), “work engagement” (beta=.080, p>.05), “role conflict” (beta=-.089, 
p>.05), “role clarity” (beta=.043, p>.05), “work and age” (beta=-.038, p>.05), “working 
hours” (beta=.058, p>.05) and “number of services” (beta=.003, p>.05). 
When introducing the “travellers level” variables in the last step, “work optimism” 
(beta=.179, p<.05) and “job satisfaction” (beta=.159, p<.05) still have a separate effect on 
career plans, and “additional job” (beta=.152, p>.05) presents marginal values. Additionally, 
“role conflict” (beta=-.168, p<.05) and “decision demands” (beta=.194, p<.05) also have a 
unique effect on career plans. On the other hand, “sample” (beta=-.012, p>.05), “continuous 
education” (beta=.027, p>.05), “self-efficacy” (beta=.086, p>.05), “work engagement” 
(beta=.048, p>.05), “role clarity” (beta=.021, p>.05), “work and age” (beta=-.041, p>.05), 
“working hours” (beta=.022, p>.05), “number of services” (beta=.001, p>.05), “feedback 
from tourist group” (beta=.031, p>.05) and “quantitative demands” (beta=.035, p>.05) are 
statistically non-significant.
In conclusion, model one (Step 1) explains 0.4% (adjusted R square) of the variance in 
career plans, model two (Step 2) explains 16.2% (adjusted R square), model three (Step 3) 
explains 15.1% (adjusted R square) and model four (Step 4) explains 17.3% (adjusted R 
square) of the variance in the dependent variable.
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Discussion
Introduction
The main purpose of this section is to give an answer to the research question addressed 
in this thesis “To what extent does the context (including work environment) relate to levels of  
job satisfaction, job stress and career plans?” through the discussion between the available 
literature and the results obtained in this study. The first part of this section provides a 
discussion of the main findings (referring to job satisfaction, job stress and career plans), and 
the second part illustrates the main similarities and differences between the guiding conditions 
in Catalonia and in Norway.   
The last part of this section presents the limitations that have affected this research. 
Discussion of the main findings.
Job satisfaction.
Job satisfaction is an important issue to consider among leaders of those employees 
working in front-line positions, as low levels of job satisfaction are likely to have a negative 
influence on their customers (Rogers et al., 1994). Moreover, tourist guides are the connection 
between “the country, its guests, and their experiences” (Calvo, 2010, p. 180) and have the 
potential to influence the reputation of a country (Calvo, 2010). 
The levels of job satisfaction among the guides in Catalonia and Norway are high, and 
with no relevant variations between the samples. Additionally, no correlation has been found 
between the guiding country and job satisfaction, and therefore the fact that guides in 
Catalonia are officially licensed and that in Norway they are not, does not relate to job 
satisfaction. However, results from the study indicate that the optimism to one's work and the 
kind of behaviour from the tourist group are important factors for explaining the levels of job 
satisfaction, and therefore they should be taken into consideration.
Some of the relationships between the variables of work environment and job 
TOURIST GUIDES' WORK IMPROVEMENTS                                                                  89
satisfaction found in this study are in line with previous studies (Pahkin et al., 2008), where 
job satisfaction (using the complete job and life satisfaction scale) was also found to 
positively correlate with support from superior, and negatively correlate with role conflict 
(opposite demands). The association between job satisfaction and support from superior 
suggests that organisations willing to keep their employees (tourist guides) satisfied at work 
should invest some efforts in improving the support from leadership and relationship with 
their employees. 
Job stress.
In comparison with the Norwegian sample higher levels of job stress have been found in 
the Catalan sample. However, the overall results indicate low levels of job stress for both 
Catalonia and Norway.
Despite the differences between the levels of job stress across Catalonia and Norway, the 
guiding country variable only explains 2.7% of the variance of job stress when stress and 
guiding country are isolated from other factors. When other factors are introduced, the 
guiding country loses the separate effect, and other variables (quantitative demands, kind of 
group behaviour, self-efficacy and, work and age) better explain the variance in job stress. In 
this line, the context of guiding in Catalonia and the context of guiding in Norway per se (as it 
is unlikely that stress is affected by exclusively one element at the time) are not factors with a 
relevant influence on the job stress levels. However, elements from the work environment 
(quantitative demands, kind of group behaviour, perceptions of self-efficacy and perceptions 
of how work will develop in relation to the age) are predictors of the levels of job stress.
Regarding the correlations, in the study from Pahkin et al. (2008), stress at work was 
found to correlate with quantitative demands and role conflict (opposite demands), and 
negatively correlate with perceptions of self-efficacy. These same relationships have also been 
found in the present study.
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Career plans.
Results show that tourist guides in Norway and Catalonia to a high extent intend to work 
as guides in the future. However, the Catalan sample is more certain to do so. Despite of these 
results, guiding in Norway or guiding in Catalonia (official guides) have been found to not be 
explanatory factors of the variance on career plans (intention to keep working as a guide).
Differences between the career intentions between Catalonia and Norway could be 
explained by the fact that guides in Catalonia invested time and effort in obtaining the guiding 
license, and therefore their future career plans are planned to be withing the guiding 
profession. However, this hypothesis needs to be addressed in further studies.
This study conducted two multiple regressions with the same variables in each of the 
four steps. However, in the second study the researcher introduced an extra variable “job 
satisfaction” due to the association between job satisfaction and career plans found in the 
literature (Griffeth, Hom & Gaertner, 2000, cited in Bernstein, 2011; Jex, 2002). Results from 
the first multiple regression indicate that differences in the career plans of the tourist guides 
are explained by their work optimism, role conflict (opposite demands), decision demand and 
the additional job variables. However, when introducing job satisfaction to the analysis, the 
unique effect from additional job variable disappears, and job satisfaction appears to have a 
separate effect on career plans. Decision demands, role conflict and work optimism still 
mantain their effect, even when job satisfaction was introduced. The fact that the model that 
includes job satisfaction explains 17.3% of the variance of career plans and the model 
excluding job satisfaction explains 15.7% of the variance indicates that job satisfaction is 
statistically more significant than the variable of additional job. 
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Discussion of other relevant findings.
Age, gender and education.
There is a significant difference between the age of the tourist guides in Catalonia and in 
Norway. The mean age in Norway is more than ten years higher than in Catalonia. While in 
Catalonia guides are middle-age, Norwegian guides are more close to the age of retirement 
(65 years old). In the same line, results show that a great number of tourist guides work or 
intend to work beyond the retirement age (65 years old), probably associted with the strong 
levels of work engagement found in the research. These thoughts are also supported by the 
significant positive correlation found between the intention to work as a guide in the future 
and the levels of work engagement.
In both samples, there is a majority of females guides and with high levels of education. 
It is important to remark that despite no regulations regarding educational requirements for 
guiding in Norway (Pereira et al., 2012), tourist guides in Norway are highly educated. 
However, guides in Catalonia still have a higher percentage of university level degrees and 
higher degrees. The difference would be explained by the specific educational requirements 
for guides who wish to obtain the license in Catalonia (explained in detail in the “Guiding 
context in Catalonia” section), while in Norway one is not required to hold any specific 
education or degree to enter in the profession.
Languages.
With regards to the most frequently used languages when guiding, France was the top 
country of outbound tourists who visited Catalonia in 2010 (Instituto de Estudios Turísticos, 
2010). This fact goes in line with the fourth position of French language in the ranking for the 
most frequently used languages among the guides in Catalonia (behind Catalan, Spanish, and 
English). This result suggests that France is likely to still be around the top positions of 
international tourists in Catalonia and this would explain the demand for guides with French 
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language skills (53% of the guides in Catalonia reported to use French when guiding).
A similar conclusion can be drawn from the Norwegian case. Germany is the top 
nationality that visited Norway in 2010 (Statistics Norway, 2011a). This fact would explain 
the demands for German language proficiency among the guides in Norway (43.2% of the 
guides in Norway reported to use German when guiding), behind Norwegian and English.  
Working hours, additional jobs and type of employment.
The fact that Catalonia recieves more tourists than Norway is a factor that can explain 
the higher amount of working hours per week found in the Catalan sample compared to 
Norway. In addition, the months with more work for the guides in Catalonia have been found 
to be between April and October, and between June and August in Norway. These results go 
in line with the peak season in Catalonia (June, July and August) reported by the Instituto de 
Estudios Turísticos (2010), and the peak season in Norway (June, July and August; Statistics 
Norway, 2011a). 
The significant positive correlation found between working hours and additional job 
explains the fact that 70.6% of the Norwegian guides have another job in addition to guiding, 
while only 41.6% of the guides in Catalonia have an additional job. When guides work more 
hours per week, it is less likely that they have an extra job. However, when the volume of 
hours is lower, guides tend to have an additional job. It therefore can be assumed that a higher 
percentage of guides in Catalonia can live exclusively from guiding. On the contrary, guides 
in Norway work less hours and therefore need a complementary extra job.
In line with these results, the significant percentage of guides with an extra job related 
with school work (45.8% in Norway and 15% in Catalonia) can be an indicator that these 
guides can combine school work and guiding by using the school holiday (that relates with the 
peak season) to work as tourist guides. 
Last but no the least, tourist guides in Norway are mainly employed through middlemen, 
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whereas the majority of the guides in Catalonia work on a freelance basis.
Roles of the tourist guide.
As mentioned in the theory part, the display of the roles depends, among other factors, 
on the context of the tour and the type of tourist group (Black & Weiler, 2005). The present 
study found variations between Catalonia and Norway with regards to the frequency of the 
roles displayed. And therefore it suggests that there are differences between guiding in 
Catalonia and Norway, and also between the type of tourists.
First of all, the study found differences between the kind of groups. The most frequent 
kind of groups in Catalonia are bus passengers and seniors. However, the most common type 
of group in Norway is the cruise passenger, followed by the bus passenger and seniours. 
Additionally, groups of school kids and youth are more common in Catalonia, and rather 
seldom in Norway. Secondly, there is a difference between the cultural background of the 
tourists which guides have to work with. In Catalonia, great part of the tourists in 2010 were 
French (Instituto de Estudios Turísticos, 2010). However, Norway received high amount of 
German tourists during the same year (Statistics Norway, 2011a). And last but not least, the 
group behaviour of the groups also varies. Tourist guides in Norway report to work with 
groups with a more positive behaviour than in Catalonia. More positive behaviours indicate 
that the groups are more frequently “encouraging, positive or interested”, while more negative 
behaviours are associated with “disturbing, distrusful or uncooperative” tourist groups.
Professional guide associations/federations. 
Black and Weiler (2005) argue that professional guide associations “might contribute to 
improving professional standards and performance” (p. 28) and they can provide their 
members with “training and certification programs” (p. 28). Ninety six point four (96.4%) of 
the tourist guides in Norway reported to be members of a local guide association (in addition 
to the membership to the NGF). The lack of regulations in Norway would explain the high 
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percentage of guides affiliated to both NGF and to a local guide association, as guides might 
see the associations as a way to protect their profession and a way to further improve their 
level of knowledge. 
Work optimism.
Work optimism has been found to correlate with various elements within the work 
environment. High levels of optimism are associated with high levels of job satisfaction, 
perceptions self-efficacy, engagement at work, perceptions of how work will develop in the 
future, and career plans. And high levels of satisfaction at work are related to low levels of 
stress at work, role conflict and less years of guiding experience. Based on these results, work 
optimism appears to be an important factor that deserves special attention in further research. 
Specialised tours.
Specialised tours (tailor made tours) are highly in demand in Catalonia and Norway. 
Despite both contexts sharing some characteristics, there are some remarkable differences 
regarding the kind of tour and the type of tourists demanding for these tours.
Length of the tour (in days or in hours), group size, English as the most demanded 
language, monuments and museums included to a high extent, and the use of transport 
provided by the travel agency, tour operator or middleman are common characteristics 
between Catalonia and Norway. However, the main group who demands specialised tours is 
professional associations in Catalonia and bus/cruise passengers in Norway. In addition, 
“Modernism” architecture is the most frequently demanded kind of specialised tour in 
Catalonia, while religious tourism and medieval heritage or earlier are the most requested in 
Norway.
Feedback.
The study found significant differences between the feedback received from the tourist 
group and the feedback from the co-workers (other tourist guides). Guides from both 
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Catalonia and Norway received comments and observations about the job from the tourist 
group to a higher extent than from their co-workers. One could argue that the fact that guides 
work alone could explain the sporadic feedback given by the co-workers. Moreover, a 
significant positive correlation has been found between feedback and support from co-
workers. In other words, high levels of support from other guides also indicate high levels of 
feedback. 
Continuous education. 
Although a high percentage of the guides in Catalonia and Norway take courses in 
continuous education to a high extent, there is still a group of guides who do not take part in 
further education. However, the significant positive correlation found between continuous 
education and career plans suggest that guides who intend to stay within the profession are 
those taking part in additional courses. 
Results also indicate that the vast majority of the guides use personal resources to keep 
updated in their work, such as read books and regular publications or visit websites on a 
regular basis. These resources involve low costs and can be better adjusted to the working day 
and personal life.
Limitations of the research  
The study presented in this paper was affected by various limitations. 
In the first place, the study was conditioned by a time limitation. There was also a lack of 
time for reviewing in more detail the Catalan and the Norwegian translations of the 
questionnaire. In the same line, the fact that the researcher has only notions of Norwegian also 
limited the quality of the research. 
Another limitation of the research is that the study was only conducted in two regions 
and narrowed to the situation of the tourist guides in Catalonia and Norway. Therefore it was 
not possible to generalise the results from this study to other regions or countries.
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Moreover, the survey provider (Questback) limited the data collection. Some 
questions/response options had to be adapted once the questionnaire was uploaded on 
Questback due to incompatibility with the design formats offered by the server.  
Additionally to the limitations mentioned above, the fact that the researcher used e-mail 
to contact the tourist guides limited the response rate in Catalonia. Table 12 shows the number 
of e-mails sent and the number of e-mail failures in Catalonia for the first sent out of the 
questionnaire and the two following reminders. Even though there is no information with 
regards to Norway, the researcher believes that the same cause might also have affected its 
sample size. 
Table 12
Number of e-mails sent and number of e-mail failures Catalonia
Number of emails sent Number of emails returned
22/03/2012 860 156
28/03/2012 - 1st reminder 860 145
10/04/2012 - 2nd reminder 860 149
Source: J. Diez, personal communication, May 2, 2012
The last limitation refers to the questionnaire design. The researcher was aware that the 
long length of the questionnaire would have a negative impact on the response rate.  
